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berrtume has 
* many uses! 


| A prominent meat packer impregnates his wrap- 
ping paper with a ham and bacon scent that is 
stronger and more appealing than the natural 
meat odor. J Rubber bands with a lilac odor are 
successfully selling to discriminating stenographers. 
| A fire insurance company puts out a pamphlet 
that smells like burning wood. { Mineral oil with 
an odor like Grandma's cookies is offered to lure 
children. {| An American book publisher increases 


sales by spraying his oriental romances with incense. 


Send in your “Interesting Facts” 
to the makers of “Everclear” 
Alcohol. U e, lorful items 
aap Aah et be alee. ANOTHER INTERESTING FACT 
and credited in this column to 

the contributor. 


“Everclear Alcohol is acknowledged by outstanding 
manufacturers and chemists to be the perfect solvent for 
all floral and essential oils. 


noel AMERICAN COMMERCIAL 
Ree ALCOHOL CORPORATION 


405 Lexington Avenue - - - New York, N. Y. 








Plants: Pekin, Ill.; Philadelphia, Pa.; Gretna, La.; Sausalito, Cal. 
Sales offices in most large cities. Warehouse stocks carried at 
all principal consuming points 
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Copeland Bill Deferred 


N.R.A. Enforcement Plans Occupy Spotlight 
in Closing Weeks of Congress 
by C. W. B. Hurd 


ASHINGTON, May 13.—In the feverish ac- 
tivity always noted in the Capitol on the eve 


of an adjournment of Congress, the National 
Recovery Administration still holds paramount interest 
for business. 

Thus while Congressional action affecting business is 
more and more be- 
ing laid aside, ex- 
cept for the broad 
legislation designed 
to regulate trading 
in securities and 
speculative action 
on the stock mar- 
kets, the N. R. A. 
on one hand is 
branching out with 
a renewed vigor 
while at the same 
time relaxing its 
activities in other 
directions. 

As for Congress, 
it can be safely 
stated that there 


will be NO food 


lation at this ses- 
sion of Congress. 
The measures orig- 
inally sponsored in 
several quarters in 
slightly differing forms, the sponsorship ranging from 
the White House to Senator Copeland to persons of 
lesser or even negligible importance, all have gone into 
the limbo of carry-over business, with their future fate 
dependent principally upon conditions eight months 
hence when a new Congress will convene. 

Thus throughout the remainder of the present year 
cosmetics will not be regulated under the authority of 


the Food and Drugs Act. 
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What Congress will do about another highly debat- 
able topic is uncertain, this being the new processing tax 
of three cents per pound voted on coconut oil, an im- 
portant soap base. The tax was voted into the new 
revenue bill over the protest of Administration leaders. 
President Roosevelt would not jeopardize the whole bill 
in order to fight 
this one tax but 
within a_ week, 
probably before 
publication of this 
story, he plans to 
send a message to 
Congress asking re- 
peal of that tax, 
not only because it 
is unfair to the 
Philippines but for 
the reason that it 
imposes an un- 
necessary tax on an 
industry for the 
benefit of sheep 
growers in the 
West. 

In the mean- 
time, the N. R. A. 
has taken two 
highly important 
steps affecting 
business during the 
past month. The 
first was the issuance of a new type of “Blue Eagle,” 
substituting a special “Code Eagle” for the original em- 
blem. In the new symbol a manufacturer shows defi- 
nitely whether he is operating under a code, and if so 
his symbol bears his own code license number. 

Of course, where codes for industries have not been 
approved, the old “Blue Eagle,” symbolizing merely 
compliance with the President’s reemployment agree- 
ment, is still the official emblem. 
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While taking this step, N. R. A. officials have inti- 
mated rather broadly without definitely commiting 
themselves that the code enforcement probably will be 
limited in the near future to companies doing an inter- 
state business. In other words, where the business of a 
company doing its business entirely within one state is 
concerned, attempts to enforce code rules and licensing 
provisions may be dropped. That would mean in many 
cases, if the idea were carried out, that retail businesses 
would be exempt. 

The basis for this tentative decision lies in the obvious 
feeling on the part of counsel for the N. R. A. that the 
attempts to control intra-state business probably will not 
stand in the courts. 

Such a viewpoint is amply borne out by numerous 
precedents limiting the scope of work by the Federal 
Trade Commission and the Interstate Commerce Com- 
mission to inter-state business, and since the Trade Com- 
mission has a large share in the enforcement of anti- 
trust laws as checks on trade agreements drawn under 
codes, it is thought logical that the field of the N. R. A. 


and the Commission should be the same. 


Organizing State Codes 


However, there is a reverse picture to this situation 
in the growing organization of state code organizations 
and associations, and it is quite possible that even though 
the N. R. A. lifted its hand from intra-state business, 
its supervision immediately would be replaced by state 
supervision with the same effect. 

Behind all of these considerations lies, of course, the 
reaction of the public to the regimentation of business. 

It is recognized that so long as the public supports 
codes and all that they stand for, there will be rather 
definite supervision of business. If that support dimin- 
ishes perceptibly—and the test probably will come with 
the unleashing of campaign oratory in the early months 
of Fall—the whole system will disintegrate. 


Wages and Hours 


But for the present the N. R. A. is carrying on, still 
effectively although with less beating of drums. One 
of the important points scheduled to be taken up soon 
concerns the question whether traveling salesmen are to 
be put under the wage and hour provisions of code for 
the industries which employ them. 

This question will be the subject of a hearing sched- 
uled to be held late this month. The officials of the 
N. R. A. would like to see this extension of wage and 
hour provisions; on the other hand, a formula is still to 
be devised for putting it into practice. 

The best “horseback guess” obtainable in informed 
quarters is that such an extension of working provisions 
probably will not be undertaken unless more pressing 
problems dealing with wages and hours are solved in the 
near future. 

These have cropped up from opposite sources. In the 
first instance, raiding forces for the N. R. A. have 
found, especially in the New York garment industry, a 
large number of employers alleged to have violated the 
working provisions of the codes. 

As a companion problem, the N. R. A. faces its most 
severe test in industries such as the automobile and steel 
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where labor problems have been reported growing apace. 
The crux of these problems usually arises from com- 
plaints by employees of intimidation on the part of em- 
ployers which they charge has prevented them from or- 
ganizing freely for bargaining purposes. 

These problems obviously have no direct connection 
with the immediate business worries of the manufactur- 
ers and users of essential oils, but the solution of the 
problems and the reaction to the work of the N. R. A. 
in connection with such problems is expected to have a 
profound effect on all business. 

The most general reaction to the broad questions 
noticeable here is summed up in the expression that the 
N. R. A. probably is here to stay but its form may be 
changed in the course of time until it will be almost 
unrecognizable. 





Coming Conventions 


Associated Manufacturers of Toilet Articles, Waldorf - 
Astoria hotel, New York, June 5 to 7, 1934. 

Synthetic Organic Chemical Manufacturers Associa- 
tion, Annual Outing, Skytop Lodge, Pocono Mountains, 
Pennsylvania, June 7 and 8, 1934. 

National Association of Insecticide & Disinfectant 
Manufacturers, Edgewater Beach hotel, Chicago, June 
11 and 12, 1934. 

American Pharmaceutical Manufacturers Association, 
Chatham, Mass., week of June 25, 1934. 

American Cosmeticians Association, Hotel Sherman, 
Chicago, August 21 to 23, 1934. 

National Hairdressers & Cosmetologists Association, 
Edgewater Beach hotel, Chicago, September 9 to 13 
1934. 

Federal Wholesale Druggists Association, Biltmore 
hotel, Providence, R. I., September 16 to 19, 1934. 

National Association of Retail Druggists, New Or- 
leans, La., September 24 to 28, 1934. 

“Official Hairdressers’ Show and Convention,” Hotel 
Pennsylvania, New York, October 15 to 18, 1934. 

American Bottlers of Carbonated Beverages, 106th 
Armory, Buffalo, N. Y., November 12 to 16, 1934. 


, 





Priority of Jasmone Research 


Following the publication of the article on the “Con- 
stitution of Jasmone” which appeared in the March issue 
of this journal on page 21, the question of date of filing 
and publication of the two treatises on this subject has 
arisen. The original paper by Treff and Werner carries 
a line “Filed on August 5, 1933.” The original paper 


by Ruzicka and Pfeiffer contains a notation “Filed as- 


sealed communications on May 12, 1927 at the Schweiz. 
Chem. Ges.; opened by the editorial board on September 
26, 1933, at the wish of the author.” 





New York Pharmacists Meet 


Discussion of price stabilization, the retail drug code 
and pending legislation featured the annual two-day 
meeting of the New York Pharmaceutical Conference 
in the Pennsylvania hotel, New York, April 25 and 26. 
The code was praised as the “first and most concrete 
step” in the direction of planned distribution, and 
President Roosevelt and General Johnson were hailed by 
speakers for their efforts in making the return of pros- 
perity possible. 


The American Perfumer 


——— $$ — 


ee _ 
~— 


A.M.T.A. Completing Convention Plans 


OMMITTEES in charge of arrangements for the 

convention of the Associated Manufacturers of 

Toilet Articles, which will be held June 5, 6 and 
7 at the Waldorf-Astoria hotel, New York, have vir- 
tually completed the work of entertainment and are 
rapidly bringing an attractive business program into 
shape. The entertainment committee under the able 
direction of Charles E. Kelly, of Hagerty Brothers & 
Co., New York, has arranged several features of un- 
usual interest and is capitalizing them with the most un- 
usual publicity which the association has ever attempted. 

Reproduced on this page are the first three pages of a 
circular which recently went out to all members of the 
association and to many leading companies which are 
non-members. This unusual circular has attracted no 
little attention and seems to leave little to describe 
regarding the entertainment features. The cartoonist has 
covered the ground in thorough and at the same time 
amusing pictorial fashion. 

Luncheons before the daily business sessions of the 
convention will be provided as has been usual. In place 
of the annual theatre party, which has featured meetings 
in the past, the committee has arranged a “Monte Carlo 
Night”. This affair promises to be the feature of the 
convention. It will consist of an elaborate array of 
everything for which Monte Carlo is famous, including 
gaming, dancing, dining and other refreshment. Prizes 
will be awarded to those luckiest at the gaming tables. 
Supper will be served and dancing will round out the 
evening. 

The regular golf tournaments which were abandoned 
a few years ago will be revived this year, and a prize 
tournament will be held at Pomonok on Long Island the 


afternoon of the second day. For those of the ladies 


who do not care to join the golfers, a bridge party has 
been arranged at the hotel. 
The annual banquet, without speakers, will close the 
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entertainment on the final evening. As usual most 
attractive souvenirs will be presented to the ladies and 
dancing to excellent music will follow. 

The business program will consist principally of a gen- 
eral floor discussion of the problems of the industry, espe- 
cially those surrounding the administration of the code. 
Representatives of the National Recovery Administra- 
tion especially familiar with the cosmetic and whole- 
sale and retail codes will be present and will lead the dis- 
It is planned also to have a noted economist 
present to discuss the general features of the ‘New Deal” 
and to outline current economic trends. The association, 
however, is most anxious that its members and companies 
not members of the group frankly discuss the important 
phases of trade practices, merchandising and other 
matters which are raised by the cosmetic code and espe- 
cially by those governing wholesale and retail trade. 

Early reservations indicate an excellent attendance, 
and it is confidently expected that this year’s convention 
will be one of the most interesting in the association’s 
history. 


cussion. 





Salesmen Plan Golf Season 

Preliminary plans for the 1934 series of golf tourna- 
ments of the Chemical Salesmen’s Association have been 
announced by Jack Leppart, Columbia Alkali Co., chair- 
man of the entertainment committee. They include 
provision for four tournaments as in previous years. The 
first will be held June 12, and tentative plans are being 
made to run it at the Bonny Briar Country Club, Larch- 
mont, N. Y. Arrangements are being made to hold 
the second tournament July 10 at a club to be selected 
in New Jersey. The third tournament will be held on 
Long Island in August, and the fourth and champion- 
ship tournament will wind up the season in September. 


ah. 
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Bourjois’ Latest Novelty 


The new purse-size container of “Evening in 
Paris” perfume, shown above, put out by Bourjois, 
Inc., New York, is sure to attract feminine atten- 
tion. The saphire blue glass bottle presents no 
thin edges to break and the molded screw top is 
a guarantee against leakage. The printed paper 


label is silver-colored. 
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New “Bathasweet” Container 
A new, attractively designed tin container has 
been chosen by the C. §. Welch Co., New York, 
for its popular ‘“Bathasweet,” shown above. The 
can is finished in an appropriate wavy design in 
sea green and white, with lettering in maroon. 


Matchabelli’s New Lipstick 


Prince Matchabelli Products Corp., New York, 
is offering a new lipstick which sets a precedent 
in make-up since the shades have been developed 
to correspond with color of the individual’s eyes. 
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New Products 


N the following columns appear descriptions of 
various new products recently placed on the 
market by perfumers and manufacturers of 
branded toilet goods. These new products have 





Quinlan Introduces New Items 


We present above three new items just announced by 
Kathleen Mary Quinlan, New York. Two are bath 
preparations in handsome cylindrical glass bottles with 
lustrous chrome metal closures and printed paper labels. 
Most attractive is the ‘Mist of Dawn” liquid finishing 
cream which comes in a petite, “three-legged” opal 
glass jar with chrome metal closure and silver paper 
label. This unusual jar is presented in a dainty paper 
box of a pretty shade of pink. 


Spalding Handling Men’s Line 

Below are shown two of the items in the new men’s 
line made by Corcoran, Inc., New York, and sold 
through the Spalding sporting goods stores. Packaged in 
a pleasant color scheme of black, silver and green, the 
items include talc, brushless and lather shaving creams, 
face lotion and hair dressing. The tale comes in a hand- 
some black glass bottle with paper band labels and a 
molded cap inside of which is a sieve cover. The tin 


shaving cream container shown likewise is in black. 
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recently been featured in retail merchandising 
campaigns, and the information is presented from 
the standpoint of the consumer and through the 
kind co-operation of the manufacturers. 
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Lentheric Presents Evening Bag 
Lentheric, Inc., New York, is presenting a handsome 
evening bag fitted with toiletries. It is hand-worked 
with a dainty gold filigreed frame, with the clasp con- 
trived to represent the Lentheric double “L” and crown 
insignia. Available either in pastel lamés or piqués or in 
simple white or black crepe, the bag is lined with a 
finely ribbed white silk and has shirred pockets in which 
are a double vanity in ivory and black, a matching ivory 

and black lipstick and a flaconette of perfume. 


“La Cross”’ Nail Polish 


Schnefel Brothers, Inc., Newark, N. J., is offering a 
new ““La Cross” nail polish set in a most attractive 
molded plastic box, as shown below. The case comes in 
five color combinations, all of them having black bases 
with the hinged covers in green, maize, blue, red and 
ivory. The preparations are presented in little glass 
bottles with plastic closures and printed paper labels. 
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New Myon Powder Box 

A modernistic paper powder box with a finish 
simulating natural wood, has been introduced by 
Myon, of Paris, represented here by Al Rosenfeld, 
Inc., New York. The familiar Myon color 
scheme is carried out, the inner drum being scar- 
let, with a black base, and the squares in the cen- 
ter of the cover being green, red and black. 





Lander’s Summer Package 

A distinct Summer note has been 
struck by the Lander Co., New 
York, in designing its new “Carna- 
tion” tale which is shown above. 
The design is a pretty floral motif 
with red carnations the dominant 
feature. The shoulder of the tin 
container is in green, and is set off 
by a chrome metal closure. The 
package shows possibilities of re- 
markable display value. 
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A New “Bubbled” Bottle 

Helena Rubinstein, New York, is packaging her 
latest product, ‘“Enchante Bath Essence,” in a smart 
glass bottle designed with a “bubbled” effect, as shown 
above. These “bubbles,” besides being extremely deco- 
rative, guarantee a sure grip on the bottle. The metal 


closure, in gold, matches the gold paper band label. 


Ayer Introduces New Perfume 
The interesting display at the left above shows the 
new “Rosamond” perfume recently brought out by Har- 
riet Hubbard Ayer, Inc., New York. Each of the at- 
tractive crystal glass bottles, which are fitted with plas- 
tic caps and decorated with printed paper labels, con- 


tains a full two drams of the perfume. 


“Beauty by Fitch in Miniature” 

At the lower left we present “Beauty by Fitch in 
Miniature,” a handsomely conceived silver and blue 
paper container which will introduce the beauty line of 
the F. W. Fitch Co., Des Moines, Ia. The silvery ap- 
pearance of the box is enhanced by a transparent cellulose 


wrapper. In compartments are trial packages of the line. 


Corday’s New Eaux de Cologne 
Parfums Corday, Inc., New York, is distributing new 
eaux de Cologne in unusual pastel-colored glass bottles, as 
shown at the left. The containers, with ground glass stop- 
pers and paper labels, come in four colors: blue for “Eau 
de Lilas,” rose for “Eau de Lavande,” green for “Eau de 


Cologne Brut,” and amber for “Eau de Cologne Sec.” 
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“Lux” Publicity Starts Controversy 


Publication of Advertisement Featuring “Cosmetic Skin” 
Brings Protests by A.M.T.A. and Perfumery 


and Cosmetic Institute 


N interesting controversy which may bring about 

a new interpretation of the codes for the toilet 

preparations and the soap and glycerine indus- 
tries has been raised by the publication in several metro- 
politan New York newspapers of the advertisement of 
Lever Brothers Co., Cambridge, Mass., which is repro- 
duced on this page. 

Following the appearance of the advertisement, a tele- 
gram of protest signed by the Associated Manufacturers 
of Toilet Articles and the Perfumery & Cosmetic Insti- 
tute was sent to about 50 publications and a letter to 
Lever Brothers Co., which is a member of the A.M.T.A. 
This resulted in an exchange of correspondence which 
brought the entire matter into the forefront of advertis- 
ing attention. The correspondence between the associa- 
tions and Lever Brothers Co., follows: 


Telegram to Publications, April 27 


On behalf more than fifty prominent manufacturers 
cosmetics represented by associations named below in- 
cluding Arden, Bourjois, Coty, Cutex, Dorothy Gray, 
Houbigant, Hudnut, Jergens-Woodbury, Pond’s, Prim- 
rose House, Rubinstein, Yardley and many others, we 
desire to protest scare copy now being offered behalf 
“Lux” toilet soap which is a libel on the entire cosmetics 
industry and will do irreparable harm if used. Consider 
the name “Cosmetic Skin” an imaginary disease which is 
the invention of copy writer not reinforced by adequate 
scientific authority. Copy violates Article 7, Section 5, 
cosmetic code, and due protest will be made to code 
authorities. “Lux” campaign, if run, would more than 
neutralize any advertising by reputable cosmetic manu- 
facturers. Detailed objections follow later. Please notify 
us promptly whether you accept or reject proposed copy. 
Signed: AssocIATED MANUFACTURERS OF TOILET 

ARTICLES and PERFUMERY AND COSMETIC INSTITUTE. 


Letter to Lever Bros. Co., April 27 


Lever BROTHERS COMPANY, 
CAMBRIDGE, Mass. 
GENTLEMEN: 

At a meeting of the trade practices committee held 
today, a copy of your advertisement appearing in the 
World-Telegram of Wednesday’s date was submitted. It 
was unanimously declared by the members of the com- 
mittee present that such copy was inimical to the indus- 
try and it was therefore decided that a protest should be 
sent immediately to the publications running your copy 
or likely to do so. 

As you are a member of the association we will be 
pleased to have your own views to present to the mem- 
bers of the committee on the subject matter of this 
communication, a copy of which is enclosed herewith. 

Yours very truly, 
AssOciIATED MANUFACTURERS OF TOILET ARTICLES. 
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Reply of Lever Brothers Co., May 3 


Mr. C. S. WELCH, SECRETARY AND MANAGER 
AssocIATED MANUFACTURERS OF TOILET ARTICLES 
New York City. 

Dear Mr. WELCH: 

We desire to acknowledge receipt of your letter of 
April 27, stating that in the opinion of the trade prac- 
tices committee of the Associated Manufacturers of 
Toilet Articles, our current “Lux Toilet Soap” advertis- 
ing is inimical to the toilet articles industry. 

If you will again refer to the advertising in question, 
I think you will agree that the only inference that is 
justifiable is that cosmetics allowed to accumulate in the 
pores of the skin are harmful to the skin. 

The advertising message that cosmetics allowed to 
accumulate in the pores of the skin are bad for the skin 
is not only beyond all question true but furthermore, in 
our opinion, is a benefit both to the women of the coun- 
try and to the cosmetic industry as well. 

Far from having any desire to injure the cosmetic 
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industry we have been very careful in the current cam- 
paign to take every precaution to convey unmistakably 
the thought that women should continue to use cos- 
metics just as freely as ever. It was never part of our 
thinking to induce women to give up or cut down on 
the use of cosmetics. 

A survey was made wherein specimen advertisements 
were shown to hundreds of women in their homes and 
the results prove that women do not get the impression 
that they should stop or cut down on the use of cos- 
metics. 

Also, it must be apparent to you that if women follow 
the advice given in our advertising and wash the pores 
thoroughly each time before they put on new make-up, 
and at bedtime, they will use a greater tonnage of cos- 
metics than they now do. 

I have already said that the statement that cosmetics 
allowed to accumulate in the pores is bad for the skin is 
absolutely correct and I am sure that you must agree 
with me in this. Our advertisements are supported by 
competent scientific and medical opinion. As a matter 
of fact, medical literature is replete with supporting 
material. I quote below the following which are typical 
of a voluminous literature. 

Dr. Sigmund §. Greebaum in February issue of 
Hygeia, 1929, speaking of enlarged pores and acne, 
states: 

“Cosmetics always tend to add further to the 
blockage of the pore, with the result that the 
canal, of which the pore is only the outer opening, 
becomes widely distended. The number of persons 
and the number of canals thus affected varies, but 
the result is complete destruction and unsightly 
damage to the delicate skin glands, with the devel- 
opment of small sacs called cysts. All patients 
with acne are made worse by cosmetics, and, fur- 
thermore, persons with oily skins make themselves 
liable to pimples and cysts by the excessive use of 
cosmetics, both rouge and powder.” 

Dr. Morris F. Fishbein, editor of the Journal of the 
American Medical Association and of Hygeia, in Health 
§ Life, Volume 1, says: 

“In most instances the proper hygiene of the 

skin involves merely regular washing with a good 

pure non-irritating soap and with warm water... 

Smearing with irritating rouges or similar prep- 

arations may be the basis of acne.” 

Dr. William A. Pusey, an ex-president of the Ameri- 
can Medical Association, and for many years professor 
of the diseases of the skin in the School of Medicine of 
the University of Illinois, in his book The Care of the 
Skin and Hair: 

“It is a sad fact, but true, that many persons 

who think they are clean never cleanse their faces. 

: One sometimes encounters the superstition 

that washing the face is bad for the complexion, 

and meets individuals who because of that misbe- 
lief try to get along with oils and creams as a sub- 
stitute for soap and water. The layer of dirt and 

fat that such persons accumulate on the face is a 

poor makeshift for a clean clear skin and is a con- 

stant invitation to various disorders of the skin.” 

Furthermore, the popular literature on the care of the 
skin supports all our advertising copy quite fully. 
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From “New Faces for Old,” by Dorothy Cocks, 
beauty editor of the Ladies Home Journal: 
“Careless choice or use of cosmetics may help to 
produce coarse pores. Because of the important 
part they play in the health and beauty of the skin, 
the pores must be kept free of impediments. Make- 
up and other toilet preparations can be harmful 
in just the degree to which they clog the pores. 
At frequent intervals, to free the pores, all make- 
up should be removed. Never go to bed without 
cleansing your face thoroughly.” 
Doris Lee Ashley in Pictorial Review, May, 1934: 
“The skin must be flawlessly cleansed once a day. 
Any rouge, powder, or dirt that is allowed to sink 
into the pores and remain there overnight is a po- 
tential blemish or an ugly enlarged pore. The only 
method for thoroughly cleansing the face of all 
impurities and sweetening the skin is a daily wash- 
ing with soap and water. 
“Cosmetics or dust or smoke that is allowed to 
stay on the face throughout the day, hardens the 
skin.” 
Lillian Montanye in Picture Play, July, 1932: 
“Dust and oily secretions, togther with tiny par- 
ticles of make-up gather and cake in the pores. A 
superficial cleansing doesn’t remove all of this, and 
it accumulates to cloud the skin. The face should 
be washed at least once a day with a mild soap, a 
rich lather which will work into the pores and 
search out the dirt and oil.” 


Indeed cosmetic manufacturers have abundantly 
shown, by similiar statements in their own advertising 
and leaflets, that they do not consider such statements 
an attack on cosmetics. Thus: 

Harper’s Bazaar in December, 1930, “‘Pinaud’s Cream” 
advertisement: 

“Probably it’s fortunate you can’t look down into 

those choked little pores—deep down where dirt 

and make-up and waxy traces of yesterday are 
clogging and actually drying your skin.” 

Same magazine, September, 1930—‘Marie Earle” ad- 
vertisement: 

“To keep the skin smooth and clear it must be 

absolutely clean and free from make-up before 

sleep.” 

Harper’s Bazaar, February, 1929, gives the same story 
in a “Kleenex” advertisement: 

“Cold cream can menace beauty, unless you rub 
it off, instead of mistakenly rubbing it into the 
pores. The oil in face cream gathers dirt, powder 
and rouge. Very often by the wrong method of 
removing cream you send half of these poisonous 
accumulations back under the skin. There they 
form blackheads, pimples, all sorts of skin irrita- 
tions.... Here’s a new way to remove cold cream 
that absorbs the cream, rubs it off, and with it the 
dirt, oil, make-up, that can ruin the finest skin if 
left in the pores.” 

Your Dowry of Beauty, by Dorothy Gray (Leaflet 
p. 13)s 

“Very few women realize the significance of thor- 

oughly cleansing the skin. If at least once a day 

your skin is not freed from every trace of dust and 

of cosmetics, it cannot be healthy.” 

In the telegram which you sent to various newspapers 
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and magazines you make mention of the fact that our 
copy violates Article 7, Section 5, of the Cosmetic Code. 
Merely in passing I might mention that Article 2, Sec- 
tion 1, Paragraph “C,” of the Cosmetic Code expressly 
exempts us from its provisions. I mention this quite 
casually since the advertising you question would not in 
any event violate the section of the Cosmetic Code to 
which you refer. 

We trust that after reveiwing the situation again, in 
the light of our comments, you will agree that our 
advertising is not only fully justified but that also that 
it will not in any way prove harmful to the cosmetic in- 
dustry. 

Cordially yours, 
LEVER BROTHERS COMPANY, 
GraFTON B. Perkins, Advertising Manager. 


Reply of Trade Practice Committee, May 10 


LEVER BROTHERS COMPANY, 
CAMBRIDGE, Mass. 
GENTLEMEN: 

This is in reply to your letter of May 3rd. 

With the basic proposition that washing the skin with 
soap is good for the skin in general we have no quarrel. 

It may even be true that in certain instances the use 
of cosmetics may injure the skin, that is that the use of 
certain cosmetics (not all cosmetics) may injure certain 
persons. 

However, it is not our intention to enter into an ex- 
change of dialectics on the question whether cosmetics 
are or are not ever harmful to the skin, because there is 
no such question before us. 

What I conceive to be the issue is whether the Lux 
advertising referred to is false and misleading and there- 
fore injurious to the makers of cosmetics generally. It is 
your advertising taken as a whole with its intended effect 
upon the average reader, not upon experts, that must be 
considered. To quote the cosmetic code, ‘The truth of 
an advertisement shall be judged by its intended effect 
as well as by a liberal rendering thereof”. 

As to the truth of this advertising I cannot do better 
than add to this letter the opinions of two dermatolog- 
ists of the highest standing in New York City to whom 


this advertising was referred, and who were asked to 
give an unbiased opinion of its truth or falsity. I am 
not quoting their names at this time, but if you are in- 
terested in having their names they will probably -have 
no objection to my mentioning same. What these emi- 
nent dermatologists have said in my opinion quite effec- 
tively disposes of the arguments in your letter. 
Yours very truly, 
TRADE PRacTICES COMMITTEE 
ASSOCIATED MANUFACTURERS OF TOILET ARTICLES. 


To this last communication, with which were enclosed 
statements of dermatologists regarding the effect of cos- 
metics and soaps upon the skin, Lever Brothers Co. has 
replied substantially as it did to the first communication 
but emphasizing more especially its position that it 
comes under the code of the soap and glycerine industry 
rather than under that of the toilet preparations indus- 
try. 


Effect on Code Procedure 


No definite statement is available as to whether the 
advertising complained of will be continued or what 
steps the A. M. T. A. and the P & C. I. will take if it 
should be continued. It is intimated, however, that if 
the campaign is continued, the matter will be presented 
to the code authorities of both industries for final ad- 
judication of the points at issue between the two in- 
dustries. Makers of toilet preparations feel that toilet 
soap, when advanced for cosmetic purposes, falls def- 
initely within the toilet preparations code and that many 
trade practice provisions of the code might be defeated 
if toilet soap were exempted from these provisions. 

It is pointed out that the open price sections of the 
toilet goods code could readily be evaded in many in- 
stances if toilet soaps were not included under these 
provisions. 

A meeting has been held with representatives of pe- 
riodical publishers and the A. M. T. A. trade practices 
committee to outline again to the publishers the scope 
of the committee’s activities regarding advertising. 
About 40 representatives of leading consumer magazines 
were present and indicated a desire to co-operate in the 
work of improving the industry’s advertising. 


California Group Plans Northern Division 


A conference was held by the California Cosmetic 
Association in San Francisco April 27, the luncheon 
being arranged by Northern members of the association 
and all manufacturers in the Northern part of the state 
who are not members were invited to attend as guests 
of the association. A committee of the Northern mem- 
bers was appointed to devise the most effective means 
to elect a permanent committee which will have charge 
of all activities in the Northern part of the state. 

Three members of the board of directors of the asso- 
ciation conducted the meeting under the direction of H. 
Horsfall, chairman of the committee on arrangements. 
Clyde Balsley, president, was the principal speaker. Mr. 
Balsley elucidated on the cosmetic code—the trade prac- 
tice provisions; the requirements stipulated; a discussion 
setting forth the best method of complying with these 
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requirements; the probable means of enforcement of 
the code; and the proposed method of election of the 
code authority. All manufacturers who attended were 
privileged to question the speaker and were familiarized 
with every phase of the code. 

After the speakers had outlined the probable method 
of election of the code authority, the opinion was 
voiced by all attending that it would be to the inter- 
ests of all to concentrate every effort on electing a 
Western delegate to this body. It was stated that each 
classification of manufacturer would be recognized na- 
tionally on the code authority; therefore this Western 
group of manufacturers representing a large minority 
should be assured of a delegate familiar with its prob- 
lems, to represent the geographical section of the coun- 
try in which they transact business. 
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Are We Satisfied With 1933 Packages? 


A Survey of Developments in Last Year’s Toiletries Packages, 
and Suggestions for This Year and Next 
by Ruth Hooper Larisson 


INETEEN THIRTY- 

THREE is just far 

enough behind us so 
that we can begin to look back 
with a fair perspective on its 
activities and see them in rela- 
tion to one another as well as 
in relation to what we want to 
do in 1934. When the subject 
directs our attention to a birds- 
eye view of 1933’s toilet goods 
packages, we must naturally 
take into consideration the somewhat meager profits 
of the last two years and the stringent economic condi- 
tions that cast their shadow over toilet goods buying as 
well as over everything else. We believe that corner 
has been turned, but the public is buying “with a differ- 
ence,” and future products and packages must be more 
carefully calculated to satisfy an ever-increasing demand 
for better products and for far better packages. 

Going back through the pages of the “Recent Prod- 
ucts and Packages” section of THE PERFUMER for 1933 
and studying them as a whole has brought to light some 
disconcerting facts which I want to pass on for what 
they are worth. Maybe we can profit by them. Also, I 
might suggest that anyone who has a couple of hours 
and sufficient interest might do the same thing for there 
is much meat in the analysis which I am not even going 
to talk about, but which anyone can find for himself. 

Now that the stage is set let the actors come on! I 
do not presume to say that every new toilet goods pack- 
age launched in 1933 found its picture smiling out from 
the pages of THe PeRFUMER packaging section, but I 
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can say quite definitely that most of them were covered 
and therefore a representative picture created. 

Really fine packages were scarce! 

Functional improvements were scarce. The average 
package in the year’s series is amateurish when judged 
from today’s packaging standards. It is generally just 
another label on an opal jar or flint bottle. It lacks dis- 
tinction, selling appeal and memory value and is often 
wanting in appropriateness. If women weren’t such de- 
termined buyers of toilet goods and so utterly curious to 
try new things, we wonder if it wouldn’t be actually 
better for the industry! It would certainly jack up the 
standards of packaging. 

After all, I think the burden of new packaging lies 
heavily upon toilet goods manufacturers, for back in the 
1920’s when packaging was still in its infancy some of 
the best and most inspiring achievements towards the 
modern package came from new toilet goods packages. 
One might almost say that the toilet goods industry was 
one of the pioneers to set in motion the wheel of new 
packages—modern packages. It actually started some- 
thing in those days! 

When you look back at the Charles of the Ritz line, 
the Quinlan line, the “DuBarry” line of Hudnut and 
some others, you realize that nothing much since in the 
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way of groups of packages have measured up to their 
high standards. Single packages have certainly reached 
the same heights, but so few compared to the great vol- 
ume of new packages that it is discouraging. Perhaps 
after toilet goods made its first big spurt in pioneering it 
sat down and waited for other industries to catch up; 
but it napped too long. I caught it ste napping in its 
1933 packages! 

The most numerous achievements of the year are in 
perfume packages. Perfumers, particularly, take their 
packaging more seriously. They KNow they must pre- 
sent outstanding packages if they intend to wheedle big 
money out of the public, and they dress their goods 
accordingly. Because there have been so many fine per- 
fume packages in 1933, I want to talk about them and 
illustrate some of them in a separate article. This month 
I am going to confine myself to the non-perfume pack- 
ages exclusively. 

It would have been impossible for me to go through 
a year’s output of new packages without considerable 
attention to the trend of products, and so I want to say 
a few words, in passing, on this point as well. 

Masques are on the increase. The combination pack- 
age grows more important. All-purpose creams are in 
great demand. Cleansing products lead in new cream 
packages. Powders and make-up combinations are in- 
creasing and should continue to. Bath powders were 
frequent and they too should increase in importance. 
Only one new depilatory was recorded for the year, but 
there were many new deordorant packages with good 
functional improvements. Eaux de Cologne are on the 
increase—but that belongs with the perfumes in another 
article. 

Only a small percentage of the packages of 1933 are 
being shown generally in the New York stores today. 
Where are the others? Money, time and effort went 
into the preparing of them. But are they resting peace- 
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fully in the graveyard with their hands crossed upon 
their breasts and without even the inscription over them 
that their lives were short but merry? Perhaps they 
committed suicide—many packages do, you know! 

It is interesting to find that in 1933 a high percentage 
ot men’s products were launched—it’s a fertile field tor 
the right products and the right packages, and growing 
more so every day. A good many new, large lines made 
their appearance, some with a long list of products which 
reminds us of the good old days when it wasn’t headline 
news to sell each customer an entire array like that. I 
am apprehensive for them in these times unless they are 
launched in a salon. 

Creams in liquid or semi-liquid form are on the in- 
crease, I am glad to say, because they are such an im- 
provement when you come to apply the product. Prod- 
ucts for Summer sunburn, tan, beach and bath and a 
few new soaps were other bits of interest. Shampoos 
and products for the hair were quite frequent. There 
were many new cosmetic packages, but little that was 
new in the way of the products except the fact that 
many lines added to their assortment of face and lip 
rouge shades. Also, swansdown puffs are on the in- 
crease. Quite a few preparations for teeth and two 
new baby sets were to be noted. And, as I said before, 
lots of perfumes and some swell ones! I haven’t the 
space to talk about each group in detail nor to discuss 
the various packages separately. I have drawn some 
conclusions which I think are fair, and if they seem 
harsh go back over the year’s array as impartially as I 
have done and I think you will confirm my opinions. 

As a whole my survey indicates the need for approach- 
ing packaging, first from a dress of product point of 
view, but secondly, or we might better say, jointly, from 
a merchandising point of view. These are after all so 
merged in results that it is impossible to separate one 
from the other. The dress of the package may in itself 
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create merchandising features or merchandising fea- 
tures can be built right into it. 

But the dress can also detract from any merchandising 
plans which may be good in themselves but which cer- 
tainly can’t move leaden footed products. Toilet goods 
must eventually come to be self-selling and that can 
only be achieved when everything connected with the 
product from its formula to its package is synchronized 
exactly to the needs of the public. For a package to be 
different it need not be freaky. It should always be 
appropriate to its use, its price, and the particular 
group of the public towards which its manufacturer 
directs it. 

Since the advertising of toilet goods has been curtailed 
in the past years (along with all other advertising) a 
greater burden has been laid on the package as a self 
advertiser. Likewise a greater burden is laid on the 
product. When both the product and the package 
measure up to their burdens of self-selling, then the 
resumption of advertising will accomplish proportion- 
ately more for the manufacturer in the sale of the 
product. Advertising poor products and poorly pack- 
aged products is no more effective or efficient today and 
in fact even less so than it ever was. Promotion of the 
product through other means than publication adver- 
tising has still unplumbed depths for the manufacturer 
who sets about it in a thorough and masterly way. Some 
have used this method in one direction or another and 
with startling success. Many other channels have not 
been touched but offer tremendous possibilities. More 
and better sampling has already begun, and that is an 
important and significant step in the right direction. 
It introduces the new product in sample form and stimu- 
lates the sale of the old product as well. 

Because all these things bear so great a relation to the 
package, they must always be considered when the 
package is planned. Coming down to brass tacks, toilet 
goods manufacturers should be taking their packaging 
more seriously. The very term “modern packaging”’ is 
losing its prestige with the toilet goods consumer be- 
cause its modernity is limited to the fact that it happens 
to be new today. Newness alone is not enough. The 
truly modern package must have outgrown the slipshod 
claptrap of yesterday, must have discarded the inappro- 
priate frills and furbelows. It must be classic in its 
simplicity, direct in its appeal of beauty, demanding 
respeét for its appropriateness, silently but forcibly es- 
tablishing confidence in its contents, and by shape, size, 
color, line, tempo, name, and trade mark, creating the 
desire to possess. THAT is a modern package. 

Because we have learned in the laboratory of experi- 
ence that these are vital requirements necessary for 
making good and efficiently economical salesworthy 
packages, and because we know these things and build 
packages without them, we have actually thrown money 
into the gutter! Worse! We’ve been caught doing it 
and are being judged accordingly. 

When the toilet goods manufacturer insists that he 
is through with compromises in packages and takes the 
trouble to go out after the best, I believe he will not 
only cease to throw money away but begin to receive 
dividends earned by what he has saved because he was 
willing to put the additional time, effort and money into 
his package, devoting study to it. 

Don’t misunderstand me, I am most certainly not 
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advocating increasing manufacturing costs but rather 
pointing to a way of decreasing them. And if you, as a 
toilet goods manufacturer, want to “pass the buck” for 
the creation of any of your packages which don’t meas- 
ure up by this yardstick, find the person or people who 
were responsible for them and ladle out the blame where 
it belongs! 

I would not for an instant usurp the fun of a pack- 
aging jury in labeling any package the “best of the 
year’, although I do think we can often narrow down 
to several in each field as being outstanding. But we 
all have our own personal tastes to consider and so has 
the public. The packages I have selected to illustrate 
are not the only good ones of the year but are among 
the high spots in recent packages and each one meas- 
ures up to very fine standards of packaging. 

The “Deborah Munroe”’ line of T. Noonan & Sons 
Co. certainly shows a refreshing way of handling a large 
group of products. This is primarily a beauty shop 
line since it has been created for that purpose and I 
must say it is seldom that a shop line has had the charm 
and dignity of this one. The fact that the packages 
are so appropriate to the dressing table as well as to 
the shop indicates that the gulf between is not so wide 
as many would have one think. The opal jars are capped 
in a delightful shade of medium blue metal and the 
transparent labels carry a small cameo in the same blue 
and white. The lettering, hand script, of the name has 
character and legibility and is very human. It appears 
black on the jars and white on the bottles. The trade 
name is in blue type, inconspicuous and sufficiently 
lined up with the cameo to carry the blue down without 
making it spotty. It is the kind of a package a woman 
doesn’t grow tired of seeing on her dressing table for 
it is fresh, clean-looking and confidence-building in its 
appeal to her first impression. The bottles are well pro- 
portioned and round, capped in the same shade of blue 
plastic with the same style labels. When I look at these 
with a woman’s point of view I feel that the manu- 
facturer was more interested in me than in himself, 
more anxious to please me than to shove his name and 
his tastes stridently under my nose. And if that isn’t 
subtle promotion for any manufacturer to build into 
his package I’d like to know what is! 

The next packages I have illustrated are ‘“Brosis 
Facial” and “Velveskin” powder, manufactured by 
Brosis Laboratories. The “Facial” is a three purpose 
cream in one and these two products are being very 
successfully received, I understand, in Chicago where 
they were launched. The jar is a well proportioned, 
generous size in opal, and is capped by white metal 
banded in nickel. The label on the side is deliciousl 
small with just the words ‘Facial by Brosis” in rich 
maroon, and a direction label appears on the base of the 
jar. The white powder box banded in silver paper is of 
such a high coating that it will not soil easily and again 
only the name appears on the side but the full direction 
label on the base. These two packages look efficient. 
Their unobtrusive labels lead me (woman’s point of view 
again) to believe they are sufficiently good so that the 
manufacturer doesn’t have to screech about them all 
over the packages. Dignity and prestige are apparent. 
Such packages are worthy of lasting success. 

Now comes the Parfums Marlaine rouge jar. It has 
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Code Authority Nominations Made 


Method Approved by Recovery Administration Being 
Put into Effect. Welch, Aronson and 
Dodge Already Chosen 


ORK of selection of the permanent code au- 

W thority for the toilet preparations industry is 

progressing rapidly. The method of selection 
outlined in this magazine last month, through which 
all branches of the industry are expected to secure ade- 
quate representation on the authority, has been approved 
by the Administration. 
This method called for the selection of one member 
by the Associated Manufacturers of Toilet Articles; 
and the Executive Board of that association has se- 
lected Charles $. Welch, secretary and manager of the 
association, as its member. Although technically not 
a “member of the industry” as defined in the code, 
Mr. Welch’s appointment has been officially approved. 
The Perfumery & Cosmetic Institute selected Ralph 
H. Aronson, vice-president of Bourjois, Inc., New 
York, as its representative. These two have chosen 
Fred Dodge, of Harriet Hubbard Ayer, Inc., New York, 
as a third member. 

The remaining members representing four groups in 
the industry are to be selected by ballot. The ballots 
will contain lists of names divided into the four groups 
and will go out at once to all members of the industry. 
Those assenting to the code may vote for one name in 
each group, but choices are not restricted to the nom- 
inees as they appear on the ballots. These names were 
selected by the Temporary Code Authority in consulta- 
tion with members of the several groups. Blank spaces 
for the insertion of other names will be provided, and 
the ballot will also contain a statement assenting to the 
code which, when signed, will make the vote valid. 

In Group 1, Large Manufacturers, the following 
have been nominated and their names will appear 
on the ballots: H. L. Brooks, Houbigant, Inc., New 
York; Edw. Plaut, Lehn & Fink, Inc., New York; Carl 
Weeks, The Armand Co., Des Moines, Ia.; Jean Despres, 
Coty, Inc., New York; C. A. Pennock, Richard Hud- 
nut, New York; J. A. Burke, Helena Rubinstein, Inc., 
New York; and E. J. Griffing, United Drug Co., Boston. 

Group 2, Small Manufacturers: H. Clyde Balsley, 
Katherine MacDonald Co., Los Angeles, Calif.; R. H. 
Grant, Veolay, Inc., New York; Paul Vallée, Roger & 
Gallet, Inc., New York; and B. M. Douglas, Chanel, 
Inc., New York. 

Group 3, Manufacturers for Syndicate Stores and Pri- 
vate Brands: William H. Loveland, W. H. Loveland 
Co., Binghamton, N. Y.; J. Rouss, Bo-Kay Perfume Co., 
New York; L. Lowenstein, Goodman Chemical Co., 
Brooklyn, N. Y.; H. S. Lyon, Comfort Mfg. Co., Chi- 
cago; W. F. Zimmerman, Helfrich Laboratories of 
New York; A. H. Bergmann, Oxzyn Co., New York; J. 
M. Buck, Jr., Plough, Inc., Memphis, Tenn.; and 
Charles §. Oestreich, The Lander Co., New York. 

Group 4, Manufacturers of Beauty and Barber Sup- 
plies: B. F. Breslauer, A. Breslauer, Inc., New York; J. 


&§ Essential Oil Review 


A. Mitchell, J. Schanzenbach Co., New York; M. 
Michelin, Pinaud, Inc., New York; and E. A. Clark, 
Marinello Co., New York. 

It is expected that the Authority will be elected and 
functioning within a few weeks, and it is hoped that 
it will be completed by the time of the A.M.T.A. con- 
vention in June. If that should be the case, the mem- 
bers of the code authority will be present at the con- 
vention for discussion of the code and its provisions. 


Lower Hours in Organic Code 


Following the public hearing on the code for the 
Organic Products industry, some revisions have been 
made by the N. R. A. and the code has been returned 
to the group for further study and, if possible, ap- 
proval. 

The principal changes made in the code are a lower- 
ing of the basic hour provision from 40 hours per week 
to 3§ hours per week and an increase in the basic wage 
rate from 35c per hour to 40c per hour. This change, 
it is understood, is in line with the newer policies of 
the N. R. A. 

The trade practice provisions remain unchanged with 
the exception of the deletion of the provision for con- 
tracts to endure not longer than six months in the essen- 
tial oil trade divisional rules. There was considerable 
opposition to this clause at the hearings, especially on the 
part of factors in certain types of foreign oils which 
must be purchased on long term contracts. 

Meetings of the several groups forming the association 
are being held, and action will be taken by them on the 
Administration’s changes. It is understood that an ef- 
fort will be made to re-insert the provision on six 
months’ duration of contracts and that a protest will 
be entered on the sharp change in wage and hour pro- 
visions. 


Essential Oil Definition 


Some difficulty has also arisen over the definition of 
“essential oil industry” in the code. The first definition 
included aromatic chemicals of natural origin or so- 
called “derivatives.” This brought a protest from the 
Chemical Alliance and from companies in the industry 
which had been working under the Chemical Alliance 
code. Changes in the definition have now been made 
which would exclude aromatic chemicals sold by the 
manufacturers in this country but would include in the 
essential oil code aromatic chemicals when imported and 
sold by members of the essential oil industry. 

To escape the confusion, it has been proposed that all 
manufacturing be under the chemical code and all sales 
under the essential oil code. 

There was also some chance of conflict with the code 

(Continued on Page 160) 
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The A.M.T.A. Convention 


T seems probable that a great many people will 

attend the coming A.M.T.A. convention be- 
cause of the fact that the toilet goods code and 
other important matters will be discussed and de- 
bated at length in the business sessions. There 
has never been a meeting of this association held 
at a time when the necessity for full and frank 
discussion was so apparent. 

Those in the industry who do not attend on this 
account are likely to come out of curiosity 
aroused by the extremely unusual publicity mate- 
rial sent out by the convention entertainment 
committee. One of the weak points of the ar- 
rangements for former conventions has been the 
fact that publicity committees functioned so im- 
perfectly and the material sent out by them was 
so unattractive. This year the committee’s pub- 
licity releases and especially the work of its car- 
toonist seem likely to produce the desired effect. 
We shall be disappointed if we do not find that 
this happy combination of circumstances has re- 
sulted in a record crowd and a record convention. 


Will Private Brands Increase? 


HE depression witnessed a _ considerable 
growth in sales of private brand toiletries. 
Partly as a result of the search for bargains, and 
partly as a result of the desperate efforts of many 
retail outlets to keep their heads above water by 
the sale of very profitable items, private brands 
came to the fore in the period from 1929 to 1932 
more than ever before. A contributing cause was 
of course the sharp price-cutting on advertised 
brands, which reduced them to the profitless class 
and almost forced independent retailers, no mat- 
ter what their convictions on the question of price 
maintenance may have been, to resort to the pri- 
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vate brand for protection of at least a part of 
their toiletry profits. 

With a substantial measure of recovery from 
the worst of the depression accomplished, makers 
of advertised merchandise had hoped that their 
products would again supplant the private brand 
and reassume the position in the merchandising 
scheme which they formerly enjoyed. In this 
they were encouraged by what appeared to be a 
real effort on the part of the druggist especially, 
and to a lesser extent the general retail outlet, to 
bring about a system which would result in main- 
tained prices and maintained margins. 

With the adoption of the retail code and the 
final approval of its “dozen price plus ten per 
cent” provision, many manufacturers of toilet 
preparations believed that price maintenance was 
on the way and that the worst of the price 
troubles which have featured the last few years 
were behind us. In addition, the open price pro- 
visions of the toilet preparations code gave many 
reason to believe that other trade evils centering 
around the price situation would be cured 
through openly filed price lists. 

Now it appears that the results may be quite 
other than those anticipated. It is found that the 
price provisions of the retail code calling for sales 
at not less than the dozen price, plus ten per 
cent for labor overhead, must necessarily result in 
higher prices on standard brands of goods, espe- 
cially in the cut price and chain stores, where it 
has been customary to sell at a lower margin and 
on a larger quantity discount basis. 

Sales resistance has developed sharply in these 
outlets and to a lesser extent in the independent 
outlets where cut prices have not been the rule. 
It is found that when the woman finds her favor- 
ite brand of face powder, for example, quite 
sharply advanced in price over her previous pur- 
chase, she is especially open to the suggestion of 
an unadvertised and little known brand. 

The largest New York retail outlet for cos- 
metics is reported to be taking advantage of this 
to push its own private brand. Other stores are 
found to be suggesting their own private brands, 
whether self made or not, very strongly in the 
face of this increase in sales resistance. Regard- 
less of the higher prices on advertised merchan- 
dise, the private or store brand is still more profit- 
able and the temptation for the retailer to sug- 
gest it and to “switch” the customer is in many 
instances too strong to be resisted. 

Sales of private brand products during the de- 
pression have in general aided the industry. They 
have not cut into the advertised brand business 
to any great extent although they have resulted 
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OUR ADVERTISERS 


COMPAGNIE PARENTO, INC. 
Croton-on-the-Hudson, N. Y. 


AMERICAN PERFUMER AND ESSENTIAI 


Om REVIEW 
432 Fourth Ave., New York City. 
GENTLEMEN: We are pleased to advise you 


that the results we have received from our inserts 
in your publication have brought us inquiries and 
orders and have proven most interesting. 

Recently we received an order for six pounds 
of one of our oils which we advertised in TH 
AMERICAN PERFUMER last September. With this 
initial order they requested samples of three other 
oils. The above would indicate that many readers 
of your publication keep same in their files and 
refer to it even several months after it has 
reached them. 

We take this opportunity to thank you for 
your cooperation in handling our advertising and 
wish you continued success. 

Very truly yours, 
COMPAGNIE PARENTO, INC., 
A. DoouitTtLe, President. 





perhaps in some change in policy on the part of 
makers of the latter. Whether this latest develop- 
ment will be in the general interest of the indus- 
try or not is something which can only be de- 
termined by the event. That it is causing a con- 
siderable measure of concern on the part of the 
National advertisers is apparent. It will be in- 
teresting to watch what steps will be taken by 
way of advertising and sales promotion to offset 
what now appears to be a distinct advantage for 
the store brand and its manufacturer. 





The Consumer’s ‘Free Deal?’ 


OLLOWING our editorial of last month there 

has been proposed as an amendment to the 
retail code a paragraph which would put a stop 
to the practice of advertising and selling so-called 
“free deals” to the consumer. Under the pro- 
posed amendment, it would no longer be possible 
to offer any article “free” if the gift were condi- 
tional upon the purchase of the same or other 
merchandise. An exception is made in the case 
of “anything given freely to anyone without re- 
striction.” This provision is for the express pur- 
pose of safeguarding the right of the store to pre- 
sent souvenirs or other gifts to all comers on an- 
niversary or other occasions. 

This provision would seem to be an eminently 
practical way of removing the abuses of the “‘con- 
sumer deal”. Under it, no purchaser would be 
led to believe that the additional bottle of per- 
fume with a box of powder or the toothbrush 
with the tube of dental cream was actually free. 
She would know that it was a combined purchase 
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offer and that she was actually paying for both 
articles at a combined price. This combination 
offer practice may be subject to abuses but under 
the new code provision, it is hard to see how the 
purchaser would be misled or a competitor will 
be injured. Certainly the misleading and destruc- 
tive features of the old “free goods” method 
would be lacking under the new code provision. 


Radio Aids Aromatic Sales 


HE radio is being used increasingly as a me- 

dium for publicity and propaganda and has 
even attracted the attention of our solons in 
Washington, some of whom are fulminating 
against its supposed abuses while others rail 
against an imaginary censorship. We have long 
had the idea and have voiced it once or twice 
that our industries should take advantage of this 
new medium as a means of telling their story, 
an entertaining and instructive one, to the public. 
As a method of overcoming popular misconcep- 
tion and of forestalling the too frequent attacks 
made upon our industries, we can think of no 
better means. 

An excellent example of the work of which we 
had dreamed was presented recently when E. C. 
Crocker, of Arthur D. Little, Inc., Boston research 
organization, gave a fifteen-minute lecture on 
“The Dollar Value of Scents” over a Boston 
station and a network. We have had the pleasure 
of publishing some of Mr. Crocker’s work on 
flavor and odor in our pages and his talk bore out 
fully the high opinion which the trade had formed 
of his scientific attainments. 

What Mr. Crocker did that evening for the in- 
dustrial side of the value of odor might well be 
done on other phases of this subject. A co-opera- 
tive campaign of this sort would be of great value. 
Perhaps it is not too much to hope that one of our 
enterprising trade associations will undertake it 
when the pressing matters of N.R.A. codes and 
legislation are less harassing. 





To The Season 


E have not yet reached the age where the 

advent of Spring no longer inspires us to 
poetic efforts, but we are beyond the age when 
we believed that our own verses could glorify 
the Spring or aught else for that matter. But 
we cannot let May pass without notice and we 
know of no better tribute than that paid the 
season by the late Tutt Whitney, star of ‘‘The 
Green Pastures”. Shortly before his death, Whit- 
ney wrote the following lines which should be 
remembered: 


“Wen Ahm lazy, let me lean 
Ma back against de saplin’, 

Ma line er danglin’ in de stream, 
An’ feel der fish er grapplin’; 

Jes’ let me drowse ’n’ dream ’n’ nod, 
What more could Ah be wishin’? 
Ef dere’s no fish, well, what’s de diff? 

Jes’ so Ah knows Ahm fishin’.” 
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New Charabot Process for Floral Oils 
(A Letter to the Editor) 


Editor, The American Perfumer & Essential Oil 
Review. 

Sir: 

I have just read, with the greatest interest 
and pleasure, the article entitled “A New Field 
Opened to Perfumery,” which appeared in the 
recent April issue of your valuable journal, and 
which relates to French Patent No. 717,445 
granted to Dr. Eugene Trophime Charabot, of 
Charabot & Co., Grasse, France. 

It is the sort of invention which illustrates once 
more the genius of the distinguished Senator from 
the Alpes Maritimes Department of the Provence. 

Not to know of the splendid work of Charabot 
in the field of perfumes and essential oils, would 
be indeed to argue one’s self unknown. As the 
author of “Les parfums artificiels,” “Le parfum 
chez la plante,” (with Gatin), “Industrie des 
parfums naturels,” “Les huiles essentielles et leur 
principaux constituants” (with Dupont and Pil- 
let), ‘“Genése des composés terpeniques dans les 
vegetaux,” “Les applications de la chimie a l’étude 
et a la production des parfums,” “Les principes 
odorants des végétaux,” etc., he has won for him- 
self an enviable place in the history and literature 
of his chosen field. 

Although a firm believer in synthetic organic 
perfumes and the increasingly important role they 
are destined to play in our industry, I am still 
keenly appreciative of the fact that it is exceed- 
ingly difficult to prepare the finest and most beau- 
tiful blends without the use of natural products, 
because in these latter there are present minute 
amounts of compounds which, either as odorants, 
fixatives or antioxidants, impart that soft, de- 
licious and appealing fragrance and permanence 
which distinguish the work of the real artist from 
that of the tyro. 


Flavor Makers Holding Convention 


S we go to press the Silver Anniversary Convention 

of the Flavoring Extract Manufacturers’ Associa- 
tion is being held in New York. The Waldorf-Astoria 
Hotel is the scene of this gathering which promises to 
be one of the most interesting both from a business and 
from a social standpoint of any which the association 
has ever held. The committee, directed by B. J. Gogarty, 
chairman, arranged a program of entertainment fully 
up to the high standards which the association had set 
in the past. It included a golf tournament at the Queens 
Valley Golf Club, on Long Island, a tour of the Long 
Island State park and parkway system, a visit to radio 
city and the annual banquet. 

Fred S. Rogers, together with president B. H. Smith 
and a special committee, arranged the business sessions. 
In addition to the routine business of the convention, 
an address of welcome by Hon. Samuel Levy, president 
of the Borough of Manhattan, featured the first session. 
In the afterhoon George M. Armor, vice-president of 
McCormick & Co., and one of the association’s most 
active members, discussed “Our Code and Code Admin- 
istration in Washington.” Pure food and drug legisla- 
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This new Charabot process lets the living flow- 
ers themselves do some of the work of refining 
and beautifying mixtures containing synthetics, 
by softening and smoothing out the harshness and 
roughness of the latter. In other words, the 
flower gives its last breath to the ennoblement of 
the odorous mixture in which it has been placed, 
which mixture is so selected as to maintain as 
long as possible the vital cellular functions of the 
flower and in this way secure its maximum effect. 
It is as though the natural and the synthetic 
products were establishing an “‘entente cordiale,” 
in which the strength and resources of the latter 
were allied with the sweetness and charm of the 
former. 

It has been known for some time that, in the 
case of the jasmin, for example, the chemical com- 
position of the odorous material collected by a 
long enfleurage is quite different from that of 
the perfume obtained by extracting the flowers 
immediately with a volatile solvent. But these 
observations have not heretofore been utilized 
in such fashion as to permit the flower itself to 
complete a perfume mixture by keeping the latter 
in contact with the flower during the extraction 
of the natural perfume. 

According to this patent, a lilac perfume, for 
example, is prepared as follows: the wax obtained 
by the extraction of jasmin flowers is added to a 
high-grade artificial lilac essence until the mixture 
has the consistency of enfleurage grease. The 
chassis are coated with this grease and then filled 
with lilac flowers, which are renewed from day to 
day, as in the usual enfleurage process. The 
flowers removed from the chassis are extracted, 
and finally the perfume from the enfleurage 
grease. The two extracts combined and freed 
from wax, etc., constitute the final product. 

MARSTON T. BOGERT. 
Organic Laboratories 
Columbia University, New York. 





tion was presented in detail by E. L. Brendlinger, presi- 
dent of the Dill Co., Norristown, Pa., and chairman of 
the committee on legislation. Another interesting ad- 
dress was that of Philip N. Youtz, director of the Brook- 
lyn Museum of Art, who spoke on “Food and Flavor as 
an Art.” 

The second day was devoted to a discussion of the 
more technical phases of the business with addresses on 
the “Cost of Manufacturing Flavoring Extracts and 
Staple Drugs”, by F. L. Beggs, of Styron-Beggs Co., 
Newark, Ohio; “Federal Taxes on Non-Beverage Alco- 
hol,” by George H. Burnett, treasurer of Joseph Burnett 
Co., Boston; and ‘The Treasury Department and the 
Extract Manufacturer,” by Peter Valaer, assistant chem- 
ist of the Bureau of Industrial Alcohol. The research 
committee reported on the final day with a full report 
by C. S. Purcell, of Joseph Burnett Co., for the com- 
mittee, aid “Comments on Federal Standards,” by Dr. 
John Glassford, of McCormick & Co. 

New officers were to be elected and resolutions adopted 
at a final executive session. A more complete account 
of the meeting will appear in our June issue. 
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Suggestions on Hair Preparations 


Description of Their Purpose and How 
It May be Accomplished 
by Dr. Paul Jellinek 
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HILE the primary function of the hair of the 

head is to protect the scalp, it also adds to 

the natural beauty of man, and it has been 
considered as an ornament and treated as 
such at all times in history by all peoples. 
It is not our intention to discuss here the 
various methods for dressing the hair and 
the fashions in vogue, even though this is 
an extremely interesting subject from the 
standpoint of the history of peoples and 
of morals. It need only be mentioned that, 
in our time as well, the care of the hair 
represents one of the most important 
functions of the science and art of cos- 
metics, and this is particularly true, when 
we remember that it is not only the func- 
tion of cosmetics to beautify the hair, that is to im- 
prove it from the aesthetic standpoint, but also to take 
care of it hygienically, the latter being at least of equal 
importance as the former. 

It is not only the longest hair that has been con- 
sidered the most beautiful. Curly locks have played 
the role of an indispensable requisite of love. The cus- 
tom of shaking a white powder over the hair or pul- 
verized bronze is unintelligible to us today. Ladies and 
gentlemen allow their gray or white hair to remain 
uncolored, and, to be sure, the slogan, which is after 
all not so old, namely “blond at any price” has almost 
been forgotten today. (See figure 5.) 

We find that soft, fluffy, lustrous hair, in other words 
healthy well kept hair, is a thing of beauty and alto- 
gether desirable. The function of modern cosmetics is 
to produce and to preserve such hair. 

The fundamental basis of the correct care of the hair, 
and one which has been lost sight of in many instances, 





although it is self-evident, is the care of the scalp above 
everything else. (See figures 1 and 2.) The scalp is 
the place of birth of the hair. The hair is nourished 
by the blood vessels in the scalp. It is 
protected and kept in a soft, flexible state 
by the substances excreted by the sebaceous 
glands. 

Consequently, the care of the healthy 
hair of the scalp consists in giving proper 
consideration to and promoting the nor- 
mal functions of the blood vessels and the 
sebaceous glands in the scalp. 

The circulation of the blood through the 
scalp is best stimulated and assisted by 
massage, which is, after all ,the simplest 
method of treating the scalp as well as all 
parts of the body. Regular, thorough massaging of the 
scalp, which should be done at least once daily, is the 
best treatment that the hair can receive both from the 
standpoint of direct and indirect results. 


Experiments on Cats 


A number of experiments, extending over a long 
period of time, were carried out by A. Forster. on cats 
with the idea of observing the effect of external media 
on the growth of hair. (See Schweizer Apotheker 
Zeitung; 1930, number 52, page 545 of Pharmazeutische 
Monatsheft.) In the massaging experiments the author 
used the following substances, which were incorporated 
with a neutral base, such as petrolatum, alcohol and the 
like. These substances were expected to have and gave 
promise of certain activity as far as the growth of hair 
was concerned. 

1. Epithelial decomposition products, which imply 
preparations which were made from the hair itself, 





Figure 1. 
glands, blood vessels, hair and hair follicles. 


Section through scalp showing sebaceous 
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Figure 2. Showing (1) enriching of cells probably 


forming hair, (2) sebaceous glands, (3) follicle. 
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Figure 3. Surface of hair showing where cuiticula joins. 


which contain the primary decomposition products of 
human hair, such as cystin and the like. 

2. Cholesterin preparations. 

3. Ferment preparations, which are produced and 
recommended by various manufacturers. 

4. Substances, which hyperaemia, 
means for stimulating the circulation, such as, for ex- 
ample, tincture of capsicum, quinine, cantharides, etc. 

§. Highly active skin irritants, such as solutions of 
dichloroethyl sulfide in a concentration of one in one 
thousand, and the like. 

6. Simple solvents and salve bases, such as alcohol, 
petrolatum and the like, 

The experiments were carried out in this manner. 
Each of the aforementioned substances was rubbed into 
the skin of the cat from which the hair had been re- 
moved. This was done each day. In every case there 
was an increased growth of hair. It was observed that 
this action was most marked in the case of the solution 
of dichloroethyl sulfide. Ordinary yellow petrolatum 
was second in effectiveness of action to dichloroethyl 
sulfide, while all the other substances were found by 
experimentation to give results of about equal value. 
This indicates that the increased growth of hair, which 
was the effect observed in all cases, must be assigned 
to the stimulating action of the massage on the circula- 
tion of the blood. This is the most important point. 
At the same time it is quite true that the cleansing 
action on the hair, which is the simultaneous result of 
this treatment, caused by rubbing the hair with petro- 


produce hence 





Hair destroyed by peroxide bleaching. 


FIGURE 5. 
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Figure 4. (1) Well-washed hairand (2) hairand lime soap. 





latum, alcohol or the like, also has a favorable, coopera- 
tive effect. There is no doubt that the mechanical ef- 
tect of massaging is assisted by the chemical, skin- 
irritating action of certain substances, which was ob- 
tained in these experiments by means of dichloroethy] 
sulfide and probably by certain substances which are 
present in petrolatum as well. 


Value of Massage and Shampoo 


Just as circulation of the blood through the scalp is 
stimulated to best advantage by massage, so the func- 
tioning of the sebaceous glands is basically improved by 
keeping the scalp clean. The various substances, such 
as dust, dandruff and the like, which may clog up the 
excretory outlets of the sebaceous glands, are removed 
and such action is avoided by regular, thorough wash- 
ing or shampooing. In this connection great emphasis 
must be laid on the necessity of reaching the scalp itself 
in the washing process and not merely superficially 
shampooing the hair only. 

It, therefore, follows that the best care that can be 
taken of the healthy scalp consists in its regular mas- 
sage and washing. These are, consequently, the basic 
conditions for the care of the hair. 

The care of the hair itself can consist only in keep- 
ing it clean, and this is accomplished by combing it, 
brushing and washing. (See figure 6.) 

Too much care cannot be taken in washing the hair. 
This means that nothing should be overlooked in choos- 
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Figure 6. Unwashed hair showing dandruff. 
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ing the correct cleansing agent or shampoo, in using 
this shampoo under the best possible conditions, in 
thoroughly rinsing the hair after shampooing and in 
after-treating the hair in the proper manner. 

Shampoos in liquid or in solid form must be con- 
sidered first as washing agents for the hair. Shampoos 
consist essentially of pulverized or dissolved soaps, which 
are mixed with salts of weakly, alkaline reaction, such 
as, for example, borax, sodium bicarbonate and the like. 
The addition of these alkaline-reacting salts is required 
in order to be able to remove the last traces of soap 
from the hair by rinsing with water. Otherwise the 
soap remains sticking to the hair and to the scalp. In 
addition thereto the alkaline-reacting salts are added to 
the shampoos for the purpose of softening the water 
used in shampooing, that is, removing the hardness salts. 
(See figure 4.) Finally there is the not unessential ac- 
tion of these alkaline-reacting salts in enhancing the 
emulsifying and consequently detergent powers of the 
soap. 


Effects of Alkalinity 


It is of the greatest importance that the alkalinity of 
the shampoo should be kept down to within certain 
limits, because too great excess of alkali in the shampoo 
will severely injure the hair. (See figure 7.) It has 
been observed in a large number of cases that loss of 
hair through disease can be traced back to the use of 
shampoos containing too much free alkali. 

There is one fact which has not been given the con- 
sideration that it deserves. This is the action of spring 
water (artesian well water and the like), which always 
contains alkaline lime salts in causing the falling-out 
of hair or accelerating the loss of hair. This refers to 
the practice of moistening “dry” hair, that is, non- 
greasy hair, daily with such water. Dry hair means that 
the sebaceous glands are not functioning normally. 
Water of this sort may also have an intensified injurious 
action on the hair, when it is used for a long time and 
in copious quantity, as in the case of constant bathing 
or swimming. 

Hair, which has been subjected over a long period 
of time to the action of alkali according to any of the 
aforedescribed possibilities, has a dull, lusterless appear- 
ance. When such hair is examined under the micro- 
scope, it is clearly seen how the hair is affected by the 
alkali. (See figure 7.) The alkali dissolves the keratin 
out of the hair and thus removes the nutrient substance 
from the hair and destroys it. The hair becomes thin 
with time, becomes ugly in appearance and soon falls 
out. 

It is concluded from all these facts that there must be 
available effective, protective or counteracting prepara- 
tions, which can be used to aid in retaining the hair. 
After each action of alkali, in any form whatsoever, on 
the hair, it is essential that the hair should be treated 
with one of these substances which neutralize the alkali, 
and that the scalp should be treated with acid. 


Counteracting Preparations 
Thus in shampooing, it would be advisable to give 


the hair a final, thorough rinsing with acidified water, 
after the last traces of soap had been removed as far 
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FIGURE 7. 


Hair washed with material which injured it. 


as possible by rinsing with water. The following acids 
are suitable for the acid rinse of the hair: acetic acid, 
lemon juice, tartaric acid and also boric acid. When 
the hair is simply moistened with water or wet with the 
same, as, for example, in bathing or swimming, then 
it is sufficient to treat the hair with alcohol in the form 
of a suitable hair lotion in order to stop the weak action 
of the alkali in this particular case. 

It is in this use of alcoholic hair lotions that their 
principal value lies. It is a fact that any mixture of 
alcohol with water reacts weakly acid after a time, and 
this reaction, namely the spontaneous acidification of the 
alcohol, is frequently enhanced by the presence of cer- 
tain essential oils which are added for the purpose of 
perfuming the hair tonic. 

It, therefore, follows that the practice of adding alka- 
lies, such as ammonia, potash, sodium bicarbonate and 
the like, to hair washes for the purpose of increasing 
their lathering quality, which is followed by many 
manufacturers with the idea of improving their prepara- 
tions, must be strongly decried. Not only is the main 
value of the hair lotion done away with by the addition 
of these alkaline-reacting substances, but their presence 
and contact with the hair and the scalp will have a 
direct, injurious action. 


Brilliantines 
One of the longest-known and most-used methods 


for giving the hair an acid treatment is to apply to it 
fats or oils (fatty acid glycerides), which are used in 





FIGURE 8. 


Hair ends split (Trichoptilosis). 
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the form of solid or liquid brilliantines. Aside from 
their function to make the hair soft and lustrous and to 
smooth it down on the scalp, the brilliantines also have 
the effect of protecting the hair and scalp against the 
action of alkali. However, this is possible only when 
fatty acid glycerides, hence oils and fats of vegetable 
or animal origin, are employed. The use of mineral 
oils, such as petrolatum, paraffin oil and the like, which 
are well-known to have a neutral reaction chemically, 
can neither protect the hair against the injurious action 
of alkali, nor preserve the hair in any sense of the word. 
They only fulfill one purpose, namely of making the 
hair lustrous, which is accomplished by the thin film 
of the paraffin or other mineral oil product which covers 
the hair. The hair is also brought by such treatment 
into a condition wherein it can be well dressed. There 
is, furthermore, an additional advantage to mineral oils 
or mineral fats, which wrongly encourages the cosmetic 
manufacturer to make use of them for this purpose, and 
this is simply that these products do not become rancid. 
In all cases it is highly important that attention 
should be called to the fact that when brilliantines are 
frequently used in treating the hair, it becomes neces- 
sary, to wash the hair frequently. Otherwise, there is 
always present the danger that the sebaceous glands of 
the scalp will become clogged up by the fats and other 
substances that are present in the brilliantines. 


Simple and Effective Preparations 


If we have said enough about the care and treatment 
of the healthy hair and scalp, then as far as the short 
description of the most important and most frequently 
occurring diseases of the scalp and of the hair are con- 
cerned, it may be said beforehand in the well-known 
words of medical practice, that an ounce of prevention 
is worth a pound of cure. 

Even the loss of hair, as far as its causes can be 
ascribed to diseases of the hair and scalp or under- 
nourishment of the scalp, can be prevented in a com- 
paratively simple manner and with the aid of simple 
preparations. 

In addition to regular massage and keeping the hair 
and scalp clean, particular attention must be paid to 
the fact that the poor circulation of the blood in the 
scalp is caused by the use of hats and other coverings 
for the head, which fit it too tightly, and that the cov- 
ering of the head should be as light as possible and 
should permit the passage of air as much as possible. 
When such head-gear is worn, then the sebaceous glands 
of the scalp are not weakened by excessive secretion of 
perspiration. 

Under-nourishment of the scalp and therefore of the 
hair as well, which is brought about by sluggish circu- 
lation of the blood, may often be considered as an “‘oc- 
cupational disease”. Thus this condition may be caused 
by tightly-fitting work caps, by the heavy helmets that 
are worn by military men. It is only when regular, 
most-painstaking care is taken of the ‘scalp and the 
hair, and this means principally regular massaging, that 
the paralyzing action on the growth of the hair, which 
is caused by the impaired circulation of the blood, can 
be overcome. 

A similar “occupational disease”, which is very wide 
spread, is the baldness of the brain workers, the intelli- 
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gentsia. There can be no mistake in stating that the 
percentage of baldness in the case of brain workers is 
extremely high. This can be explained in the follow- 
ing manner. In the first place, as the brain worker or 
intellectual becomes older, the cranium becomes larger, 
and this has the result of making the scalp too tight. 
This causes impairment of the circulation of the blood 
through the scalp and is the principal reason why the 
scalp of bald persons is so highly shiny. There simply 
is too little blood flowing through it for it to have any 
color. The scalp is really under unusual tension. On 
the other hand the tendency of the brain worker to be- 
come bald may be explained in this way. The brain, 
which is abnormally strained, requires abnormal flow of 
blood directed into the cranium, with the result that 
too little blood circulates through the scalp and the roots 
of the hair are under-nourished. 

The observation has been made that the excessive loss 
of hair, which leads to baldness, is limited mainly to 
the male sex. This agrees well with the causes of bald- 
ness which have been mentioned above and which have 
been described as well by other writers. On the 
other hand it can probably be explained as well 
by the following fact. The scalp and roots of 
the hair on the woman’s head are better protected 
by her longer hair from the frequent action of alkali 
(water) than in the case of the man’s scalp. The 
woman protects her hair consciously from direct 
influence of water while swimming and bathing, even 
though she may be actuated by aesthetic reasons rather 
than by hygienic principles. Mention will be made in 
another place of the fact that the generally healthier 
growth of hair in women than in men must be as- 
signed to the functioning of certain glands (hormones). 


Under Nourishment of Hair 


An additional cause of the diseased falling-out of hair 
is the under-nourishment of the hair, which is brought 
about by the lack of substances in the blood which are 
nutritive to the hair. The lack of these nutritive sub- 
stances, that is albuminous substances which contain 
sulfur, and the like, can be properly assigned in only 
the rarest cases to insufficient or unsuitable nutrition. 
It is due much more frequently to internal-secretory 
troubles, that is diseases of the hypophysis or the thyroid 
glands, infectious diseases, nervous disturbances or in- 
toxications. In all these cases the loss of hair is a secon- 
dary disease phenomenon and can be alleviated success- 
fully only by overcoming the primary causes or alleviat- 
ing them. 

A preparation, which is recommended for internal 
administration (per os) for the treatment of all cases 
of loss of hair is horn hydrolyzate. This consists of 
easily digestible hydrolyzate which contains cystin. It 
has been clearly indicated that the regular use of the 
horn hydrolyzate over a prolonged period of time in- 
creases the percentage of hair nutrients in the blood and 
also promotes the growth of hair. Nevertheless, this 
action is limited only to parts of the body which are 
covered with hair or which produce horn substance, and 
which are well supplied with blood. In those cases, 
where the loss of hair was caused by insufficient circu- 
lation of the blood through the scalp, it can be observed 
that the use of the horn hydrolyzate, while causing un- 
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commonly strong and rapid growth of the hair on the 
face and the chest or of the nails on the fingers and 
toes, does not bring about the desired growth of hair 
on the head. What evidently is the trouble is that the 
blood, which has been enriched with substances that 
are hair nutrients, does not penetrate to the roots of 
the hair. 

In order to obtain good results with a preparation of 
this sort, it is absolutely necessary that the circulation 
of the blood through the scalp should be simultaneously 
stimulated by means of local treatment, such as mas- 
saging, subjection of the scalp to the action of ultra- 
violet rays, chemical irritants and the like. It is only 
when this procedure is followed out that any success- 
ful results at all can be obtained in the majority of 
cases. 

When additional local treatment is not practiced, a 
cure can be effected with good results when using the 
horn hydrolyzate only when the loss of hair has been 
brought about due to a generally weakened constitution, 
which often occurs after childbirth, severe infectious 
diseases, such as typhus, etc. 


Local Troubles 


Finally, strictly local diseases of the scalp and _ its 
organs are responsible for the excessive loss of hair. 
These are, however, comparatively rare cases. The most 
frequently occurring of these diseases is seborrhoea, 
which is due to a diseased increased secretion of the 
sebaceous glands and is manifested by a greasy shiny 
scalp and considerable formation of dandruff. Like- 
wise, fungus diseases are frequently responsible for simi- 
lar phenomena. 

In such instances the disease lends itself to local treat-~ 
ment. There are used for this purpose especially mild 
disinfectants, such as, for example, ethyl alcohol, sali- 
cylic acid, phenols, naphthol, resorcinol and sulfur. The 
action of tar preparations, which are themselves much 
used in the treatment of the hair, depends on the con- 
tent of phenols more than on any other factor. The 
use of pure phenol in treating these diseased conditions 
must, however, be warned against, for the reason that 
it is impossible to administer it in exact doses. Sulfur 
is quite an excellent specific for this purpose and is best 
used in the precipitated form, in the emulsified form in 
water, alcohol or creams. 

It should finally be mentioned, and this can be de- 
duced from the foregoing discussion, that the diseased 
loss of hair is caused in the very rarest cases by a 
localized disease of the scalp. However, the primary 
causes of the loss of hair lie mostly in disturbances of 
the body functions, principally in disturbances of the 
functioning of the glands. 

As has been mentioned before, the increase or the 
decrease of the growth of the hair is also dependent 
on inner-secretory influences. The relation between the 
growth of hair and partial functions of the body is 
derived from the fact that the removal of certain glands 
results in a retardation of the growth of the hair, and 
this action can be again overcome by feeding organic 
preparations, which are made from thyroid glands, or 
the like. 

Just as it can be indicated that the excess of the 
male sexual hormone in the woman has the result of 


§ Essential Oil Review 


making her more masculine, which is recognized by 
the formation of a beard on the face and the like, so 
the loss of hair in the man is often ascribed to his lack 
of female sexual hormone. 

The facts, which have been outlined above, form the 
basis for the therapy of the diseased loss of hair, which 
is based on the principle of increasing the female sexual 
hormone in the man’s body by feeding him this hormone 
in the form of organo-preparations in combination with 
thyroid extract. The results, which have been obtained 
by treating loss of hair in this manner, substantiate the 
theory that this method of combatting the loss of hair 
can eventually lead to excellent results. 

The more recent results, which have been obtained 
with the use of hormones, must therefore be given 
serious consideration by the modern cosmetician and 
manufacturer of cosmetics and toilet articles in com- 
pounding preparations, which have for their purpose 
the care of the hair. 





Dr. Bogert Speaks on Perfumes 


HE important place perfume holds in the world 

today and its rapidly increasing use in industrial 
fields were discussed by Dr. Marston T. Bogert, Pro- 
fessor of Organic Chemistry at Columbia University, at 
the annual joint meeting of Tau Beta Pi and Eta Kappa 
Nu, engineering fraternities, in the Building Trades 
Club, New York, May 10. Speaking on the subject of 
“Say It with Perfumes,” Dr. Bogert based his talk on 
the thesis that nothing is so delicate and important as 
the sense of smell, and cited numerous examples of the 
extraordinary influence of perfume on the lives of 
women, and men, in the business as well as in the social 
world. 

After illustrating with several interesting examples 
the major role played by perfume down through the 
ages, Dr. Bogert turned to its uses and prospective uses 
in business today. Business men are to a certain extent 
using the slogan, “Sell by Smell,” he said, and are 
treating a number of products with aromatics to remove 
their characteristic odors which have proved disagreeable 
to prospective customers. There are many products on 
the market, he declared, which, if treated with perfume, 
would be more saleable. In this respect he mentioned 
the disagreeable odors of linoleum, of some rubber prod- 
ucts, of insect sprays and others. Also, he pointed to 
the odor of printing inks which, when used on food 
packages, often cause rancidity and more often repulse 
the prospective purchaser. 

Dr. Bogert also called attention to the use of per- 
fume materials in destroying insect pests, particularly 
geraniol which has proved valuable in luring the ravag- 
ing Japanese beetles to their death. He cited several 
other interesting examples of perfume in industry, the 
latest coming to his attention being a patent on a gaso- 
line treated with musk to render the odor of the motor’s 
exhaust agreeable to the olfactory nerves. 

One of the most interesting of the speaker’s sidelights 
was a recounting of a suggestion he made before a group 
of physicians. He suggested that they impart a pleas- 
ant odor to the general anesthetic given a patient prior 
to an operation since so many people dread the smell 
of the anesthetic and as a result suffer more from its 
effects. 
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Lever Gets Injunction on “Lifebuoy” 


EVER BROTHERS CO., Cambridge, Mass., has 

secured an injunction in the Federal District 
Court in Brooklyn, N. Y., against the Jay Chemical 
Co., Brooklyn, soap manufacturer. The complaint and 
accompanying affidavits alleged that the Jay company 
has imitated the plaintiff’s well known trade mark “Life- 
buoy” as well as the color, odor, shape and other dis- 
tinguishing characteristics of “Lifebuoy” soap. 

The Jay Chemical Co. in reply stated that it is willing 
to give up use of the name “Life Guard” on its soap 
although not admitting that it is an infringement, but 
that the reddish color, phenol like odor and octagon 
shape of “Lifebuoy” soap are not the property of Lever 
Brothers Co., but were all in use in various combina- 
tions long prior to the entry of “Lifebuoy” soap upon 
the market. 

A temporary injunction was granted restraining the 
defendant from selling a soap having a reddish or coral 
pink color and a cresylic odor.” It is understood that 
other suits covering the same points will be inaugurated 
by Lever Brothers. DeForest, Cullom and Elder are at- 
torneys for Lever, and Herbert L. Tenzer for the Jay 
Chemical Co. 





Virginia Dare Wins Trade Mark Suit 


The Virginia Dare Extract Co., Brooklyn, N. Y., has 
won an appeal to the Court of Customs and Patents 
Appeals from a decision of the Commissioner of Pat- 
ents who had granted régistration to Adah Mae Dare on 
skin creams. The mark sought to be registered was the 
profile of a girl and the words “Virginia Dare.” The 
court upheld the claims of the Brooklyn company that 
confusion might arise and consumers be misled to believe 
that the creams were products of the Virginia Dare 
Extract Co. The latter and its predecessor, Garret & 
Co., have used a somewhat similar mark on wines and 
beverage extracts since 1891. 





Decides “Cellophane” Is Trade Mark 


Justice Campbell, in the United States Court for the 
Eastern District of New York, recently issued a decision 
in the case of the Du Pont Cellophane Co. vs. the Waxed 
Products Co., in which he held that the name “Cello- 
phane” is a trade mark and that the defendant should 
be enjoined from selling another product when “Cello- 
phane” is asked for unless the purchaser is first clearly 
told the facts. In bringing the suit, the Du Pont 
company charged the defendant with selling the product 
of another manufacturer when “Cellophane” was asked 
for. 





Pinaud Enjoins Poly in Label Case 


Pinaud, Inc., New York, has won a preliminary in- 
junction against the Poly Chemical Laboratories, Jersey 
City, in a suit charging unfair competition and trade 
mark infringement. The company charged that the de- 
fendant was imitating the labels of its “Lilac Vegetal,” 
and Judge Fake in Federal District Court enjoined the 
latter from use of the labels in question pending trial 
of a suit for permanent injunction. 
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The Toilet Goods Counter 





UST what does the public think of your merchandise? 

What does she tell the salesgirl about it? What 
does the salesgirl herself think? 

In an effort to find the answers to these questions, we 
have arranged with a real live sales person to tell her 
experiences and observations. Necessarily, she must be 
anonymous. These are her comments: 


What About Removing Mascara? 


Without much difficulty, mascara sells very well be- 
cause of its well-known advertised glamour to the eyes, 
but the complaints come in as soon as the woman be- 
gins to remove the mascara from the lashes. The com- 
plaints are innumerable, because usually no specific di- 
rections are printed on the box. The average woman 
understands how to apply the mascara, but such a ques- 
tion as “I don’t know whether to use my cream or 
just water to remove this mascara” is a frequent one. 
Usually she will go ahead and use any cream that is 
convenient, then the irritation begins because the cream 
and the wet mascara get into the eyes. The result is a 
reddened irritation which is very unpleasant. Even 
water will cause an irritation. So I suggest to the 
manufacturer to enclose special directions on how to 
apply and remove the mascara without irritation. 


Another favorite question, “Will this mascara really 
stay on all day?” I believe there are mascaras that really 
do stay on, but the exact method of application and 
minute instructions must be given with each brand 
manufactured. I understand that each type or brand 
name is produced in a different manner and in order 
to achieve the best results, a distinct method of applica- 
tion should be followed carefully to keep the mascara 
on the lashes without running down the cheeks and 
ruining the make-up. 


A Note on Compact Design 


And the poorly-designed compact is the worst of- 
fense, and the commonest complaint! There’s the com- 
pact that closes but won’t open with all the coaxing 
of both the salesgirl and the customer, and the compact 
that shatters into a thousand pieces when dropped on 
the floor accidentally, because it is made of an uncertain 
composition. I am hoping I shall be spared “tricky” 
compacts also. 


Inspect the Case! 


But lipsticks have other cause for complaint. It’s 
the case of poor mechanism. We are not scientific engi- 
neers, and we cannot get very far with sales psychology. 
If the metal container mechanism is “off”, then it goes 
back to the manufacturer! If these lipstick cases were 
properly inspected, this procedure could be prevented 
and would save us no end of trouble. 
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Some New Essential Oils from Africa 


Interesting Products from Morocco and 


French Guinea are Described 
by H. Stanley Redgrove, B.Sc., F.I.C., F.R.H.S. 


T is impossible to think of perfumes without at the 
for so long 
world’s 


same time thinking of Grasse, which 

has enjoyed the reputation of being 
centre for the production of the finest 
floral products used in their fabrication. 
Grasse is admirably situated; and the ter- 
races between Grasse and Cannes are shel- 
tered by the mountains from the cold 
winds which constitute the one unpleasant 
feature of a climate in other respects mag- 
nificent. Every horticulturist who visits 
Grasse is thrilled by the splendor of her 
flowers, one of the most marvelous sights 
being a field of tuberoses in bloom, fling- 
ing their fragrance into the soft air. 

Alas! Today, one has to search hard to 


the 





find such a field; and, owing to the continued fall in 
prices, growers are complaining that even the cultiva- 


tion of flowers in such demand as jasmin and roses is 


no longer a_ profitable 
undertaking. 

On the other hand, 
France, never slow to 
exploit the resources of 
her colonies, is turning 
her attention to Africa 
—Africa the unknown, 
the land of unlimited 
potentialities. 

Although there are 
exceptions to this gen- 
eralization, sunshine and 
fragrance seem to be 
correlated; and in the 
hot sunshine of Africa 
fragrant flowers luxu- 
riate and rot in the 
utmost profusion. To 
capture something of 
their fragrance for the 
delectation of my lady’s 
nose is an ambition 
which is being realized; 
and the fact that labor 
here is cheap facilitates 
its accomplishment. 

In the second edition 
of his brochure on Les 
Plantes a Parfums des 
Colonies Francaises, 
Elie Maunier writes 
concerning French 
Guinea: “In every part, 
indigenous flowers are 
to be found in innu- 
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merable quantity and variety of species. Certain re- 
gions are, in season, immense gardens, varicolored and 
perfumed, especially the region of Fouta-Djalon. Among 
these thousand and one flowers of which 
the odor of one is more exquisite than 
that of another, surely some, at least, will 
supply our industry new and delicious 
perfumes at reasonable prices. It would 
take too long and is not perhaps within 
the scope of our work to enumerate all 
the plants in Guinea which seem interest- 
ing for perfumery.” 

Of the various perfumery products now 
coming from French Guinea, probably the 
most interesting commercially is the sweet 
orange oil handpressed by native labor. The 


oil is of first rate quality, yielding satisfactory an- 


alytical results, as well as being of exquisite aroma. 
According to an analysis made, a few years ago, the oil 
was found to have a 
density of 0.850, a solu- 
bility in 96 per cent 
alcohol of 1 in 1, an 
optical activity of 
+98°30, and to con- 
tain 2.6 per cent of 
decylic aldehyde, the 
latter figure being par- 
ticularly high, and in- 
dicative of the quality 
of the oil. 

Various special grades 
are available, the ter- 
peneless grade having a 
density (at 15°C.) of 
0.880, and an optical 
activity of +26°. It 
is soluble in 2.2 parts 
and up of 70 per cent 
alcohol, and 0.8 part 
and up of 80 per cent 
alcohol. The aldehyde 
content is in the vicin- 
ity of 26 per cent. 

Lemon oil is also be- 
ing produced today in 
French Guinea, and is 
of somewhat - special 
odor, which suggests its 
particular utility for 
scenting hair creams 
and allied products. 

Of quite peculiar in- 
terest is an absolute 


A STREET SCENE IN Morocco known as karo- 
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karoundé, of which a decolorized grade is now prepared. 
The exact botanical source of this product does not ap- 
pear to have been determined, but the plant is under- 
stood to be a native member of the Leguminosae. The 
odor is, in my opinion, a little suggestive of Genet 
(Spanish broom), a plant which grows wild in the 
Riviera, and makes the Summer air delicious with its 
gentle fragrance. There is, however, a violet-like note 
present in the odor of karo-karoundé; and, in actual 
practice, the absolute has been found of definite value 
for building up artificial violet odors. Quite massive 
quantities may be employed—there is one on the market 
stated to contain as much as 28 per cent of the decolor- 
ized absolute. 

Another interesting absolute coming from French 
Guinea is that of unona, no doubt derived from a Unona 
species. This has an odor of the ylang-ylang type; 
but, as yet, the practical possibilities of this absolute 
do not appear to have been fully investigated. 

I understand that lemongrass oil is another aromatic 
product which is now being exported from French 
Guinea; but this I have not personally handled. 

Turning to Morocco, we are confronted with quite a 
considerable range of interesting essential oils and allied 
materials, including neroli oil, geranium oil, mimosa 
absolute, Atlas cedar wood oil and resinoid, etc. 

The geranium oil produced in Morocco is a very 
attractive one. Stated to be richer in total alcohols than 
the Algerian oils, this accords with the very rosaceous 
character of its odor. The production of this oil in 
Morocco is only as yet in its infancy; but the outlook 
for it is certainly a promising one. 

The mimosa develops fully as fine a fragrance when 
grown in Morocco as it does when grown in the South 
of France; but the yield of perfume material obtained 
is low. Hence the price of Morocco mimosa absolute 
compares rather unfavorably with that of the Grasse 
product. However, those perfumers who are looking 
for quality first will certainly find the Morocco absolute 
decidedly interesting. 

However, perhaps the most interesting of all the per- 





fumery products coming from Morocco is the essential 
oil of Atlas cedarwood (Cedrus Atlantica Manetti). 
This oil, which is obtainable in two grades, crude and 
twice-rectified, is a pale yellow liquid, with a pleasant 
woody odor, a little reminiscent of that of sandalwood. 
According to analyses made some years ago, it contains 
cadinene and a ketone which is probably p-methyl- A*- 
tetrahydroacetophenone. The presence of neither alpha 
nor beta-santalol appears to have been demonstrated. 

According to the recent work of St. Pfau and Plattner 
(Helv. Chim. Act., vol. 17, 1934, pp. 129-57) in ad- 
dition to the ketone mentioned above, and traces of 
acetone, a commercial grade of Atlas cedarwood oil was 
found to contain about 50 per cent of sesquiterpenes, 
part of which were of the cadinene type, and about 30 
per cent of a yellow-colored, sweet-scented fraction, 
containing bi- and tri-cyclic sesquiterpene alcohols, two 
related sesquiterpene ketones, which have been named 
alpha- and gamma-ketones, and whose structural for- 
mulae have been determined, as well as a more highly 
oxygenated ketone. As atlantone yields, on saponifica- 
tion, p-methyl - A®* - tetrahydro-acetophenone, among 
other products, it is thought probable that this ketone is 
not a natural constituent of the oil, but is produced as a 
result of steam-distillation. 

Nevertheless, the oil is claimed to be equal to, if not 
superior than, sandalwood oil for medicinal use. Elie 
Maunier, in the work already quoted, states that its 
utility for this purpose has been demonstrated by experi- 
ments conducted by Dr. Gemy in the Mustapha civil 
hospital. 

From the point of view of the perfumery industry, 
however, the great interest attaching to the oil arises 
because of its quite remarkable fixative powers in rela- 
tion to soap perfumes. In some combinations, as much 
as 40 per cent or even more of this oil can be used, 
without its own odor becoming unduly obtrusive. 

A resinoid of Atlas cedar is now prepared, and is 
utilized for similar purposes, the resinous and waxy 
matters present endowing the product with exception- 
ally strong fixative powers. 


Kentucky Considering Cosmetic Tax 


HE Kentucky legislature met in Frankfort May 9 

in extraordinary session for the consideration of rev- 
enue measures for governmental, educational and relief 
purposes pursuant to a call issued by Governor Ruby 
Laffoon. Chief among the measures to be introduced 
is the controversial three per cent gross receipts tax bill, 
including, within its broad provisions, a three per cent 
tax on the sale of cosmetics, perfumes, toilet goods and 
other similar articles. 

The gross receipts bill, drawn up by a special legis- 
lative committee appointed to adopt a tax program for 
presentation to a special session, and which has re- 
ceived the approval of Governor Laffoon, was changed 
just prior to the convening of the special session to 
make the act inoperative after midnight June 30, 1936. 
This change was viewed as a concession to opponents 
of the measure, who, it was believed, might support the 
measure as an emergency and temporary expedient, but 
who would oppose it if the act were drawn up as a 
permanent revenue-raising measure. Other important 
changes in the proposed measure include provisions to 
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make it mandatory that the tax be passed on to the 
consumer and placing administration of the act under 
jurisdiction of the State Tax Commission. 

No date has yet been set by Governor Laffoon for 
the convening of the special session, although in a re- 
cent radio address he made clear, without mentioning a 
specific time, his intention to call the session. 

The changes were seen as a compromise to many 
members of the legislative body who have opposed the 
measure, but might be willing to consider it as an 
emergency and temporary measure. Opposition to the 
measure, which includes in its provisions, taxes on cos- 
metics, toilet goods, perfumes and other similar articles, 
has not been relaxed by druggists and other merchants 
who fear that once passed, steps might be taken later 
by “the powers that be” to make the act a permanent 
one. The anti-gross receipts tax has been taken up by 
a number of state officials, including Lieutenant Gover- 
nor A. B. Chandler and State Auditor J. Dan Talbott. 
Both officials, in recent addresses in Newport, bitterly 
opposed the measure as “absolutely unnecessary.” 
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Pond’s in New Quarters 


Lamont, Corliss & Co. and its subsidiaries, Pond’s Ex- 
tract Co. and the Peter Cailler Kohler Swiss Chocolate 
Co., have moved from 131 Hudson street, New York, 
to the new Western Union Building at 60 Hudson street. 
The company has taken the entire sixteenth floor at this 
address, and most attractive offices have been arranged, 
including several conference and customer’s rooms, priv- 
ate offices for the executives and ample space for sten- 
ographic and clerical help. 

Shipments and deliveries in the metropolitan territory 
both of the chocolate company and the Pond’s Extract 
Co. were discontinued from the Manhattan address 
some time ago and large warehouse space has been taken 
in the Bohack warehouse in Brooklyn from which such 
deliveries will be made in the future. The new quarters 
are considerably larger and much more convenient and 
attractive than those at the former address. 


A. G. Spalding Selling Toiletries 


A. G. Spalding & Bro., New York, one of the coun- 
try’s oldest and most successful sporting goods houses, 
is selling toilet preparations. This interesting fact came 
to light last month when the company’s retail stores in 
Manhattan placed a line of men’s toiletries on sale. 

The new line, which is illustrated in the New Pack- 
ages and Products Section of this issue, consists of a 
lather shaving cream, a brushless cream, talc, face lotion 
and hair dressing. It is sold under the trade name “Top- 
Flite,” which is also one of Spalding’s famous trade 
marks for its sporting accessories. 

The preparations are manufactured by Corcoran, Inc., 
a new company headed by Francis Corcoran, with tem- 
porary headquarters at 20 West 48th street, New York. 
In addition to the Spalding stores, the ‘“Top-Flite”’ line 
will be placed in first-class men’s shops. 


Lever Celebrates “Sunlight” Anniversary 


This year Lever Brothers, Ltd., Port Sunlight, Eng- 
land, is celebrating the fiftieth anniversary of the regis- 
tration of the trade mark “Sunlight” on toilet soap. It 
was four years later that Port Sunlight, the Lever in- 
dustrial city, was founded, but the entire basis of this 
tremendous enterprise dates from the registration of the 
trade mark by the late Lord Leverhulme. 

In calling attention to this at the recent annual meet- 
ing of the company, it was pointed out that the com- 
pany has never ceased to expand since that time and that 
the total tonnage of soap and other products sold in 
1933 was materially higher than in any previous year. 
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Marly Enlarges Quarters 


Les Parfums Marly, Inc., which early this year opened 
a handsome display room and offices in La Maison 
Francaise, Rockefeller Center, New York, has leased 
additional space in that building. This latest expansion 
move will provide the company with an additional 
showroom. 


Stein Back from Europe 


J. S. Stein, president of Lucien Lelong, Inc., Chicago, 
returned recently from a visit of several weeks to 
France where he conferred with Mr. Lelong and other 
officials of the French company. Plans for several in- 
teresting new products, as well as for the expansion of 
the Lelong toilet prepara- 
tions business in the United 
States, were discussed. 

Mr. Stein reports that 
the perfume business in 
France has been in a more 
or less unsatisfactory con- 
dition and that even the 
largest houses are finding 
it difficult to maintain 
profits in the face of gen- 
erally unsettled business. 
J He states that manufac- 

turers abroad are watching 

“ Ll the situation in the United 

1. S. Sram States very closely and 

seem greatly interested in 

recent developments in the perfume trade, including the 

workings of N. R. A. codes governing both manufactur- 
ing and retail sales. 


Dermetics, Inc., New Name for Natura 


Natura, Inc., of Seattle, Wash., which has specialized 
in a scientific line of cosmetics, or rather dermetics, and 
preparations of benefit to both health and beauty of the 
skin, has changed its name to Dermetics, Inc., as more 
in line with the specific nature of the products being 
furthered in the Pacific Northwest. At the same time 
the corporation has changed its stock from no-par to 
par value. 


Crull Sails for Europe 


I. Willard Crull, vice-president of the Campana Corp., 
Batavia, Ill., sailed on the Manhattan April 25 on a 
business trip to Europe. He was accompanied by Mrs. 


Crull. 
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Cosmetics at Medical Convention 


At the annual convention of the American Medical 
Association, to be held the week of June 11 at Cleve- 
land, Ohio, there will be three displays featuring cos- 
metics. Duke Laboratories, Inc., New York, will fea- 
ture “Nivea” cream and a new liquid product, “Nivea” 
skin oil, giving samples of both products to doctors’ 
Wives in attendance at the meeting. Marcelle Labora- 
tories, Chicago, will show “Non-Allergic” cosmetics, 
and will send samples to those registering at its booth. 
Lydia O’Leary, New York, will demonstrate “Cover 
Mark”, the special cosmetic designed to cover unsightly 
birthmarks and blemishes. “Nivea” has been displayed 
at former A. M. A. meetings, but the other two com- 
panies are newcomers at this convention. 


Mrs. Dorkovitch Sails for England 


Mrs. Beatrice Dorkovitch, head of Research Products, 
Newark, N. J., manufacturer of toilet preparations, 
sailed early this month on the Britannic. She will 
spend some time in Europe and expects to establish a 
London affliation for the distribution of “Skin Health” 
creams and lotions. Irene H. Perry has been appointed 
national sales manager for the company. 


Weiss Sails for South America 


Dr. W. E. Weiss, chairman of the board of Sterling 
Products, Inc., Wheeling, W. Va., accompanied by Mrs. 
Weiss, sailed recently on a two months’ business trip 
to South America. 


Dr. Cooper Opens Normal School 


A normal training school for teachers of cosmetic 
therapy, “the only school of its kind in the world,” 
was opened April 16 on 
Baronne street, New Or- 
leans, by Dr. Nellie B. 
Cooper, user of the 
Marinello system. Various 
courses in beauty culture 
are offered, and graduates 
will secure the degree of 
“bachelor of cosmetic the- 
rapy,” according to Dr. 
Cooper. 

Dr. Cooper said that the 
history and chemical com- 
position of perfumes and 
essential oils are discussed 
at each class. Application 
of these is demonstrated on 
live models, and students themselves take a part in the 
work. 

T. Semmes Walmsley, mayor of New Orleans, de- 
livered the opening address at the school. 





Dr. NELLIE B. CoorER 


Bourjois Moves London Branch 

Bourjois, Ltd., London branch of the house of 
Bourjois, has moved into its new factory, laboratories 
and office building, Queens Way, Croydon, Surrey. This 
move marks a considerable expansion in the Bourjois 
business in England. 
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Matchabelli to Open Factory in Italy 


Prince Georges Matchabelli, head of the Prince 
Matchabelli Products Corp., New York, returned on 
the Conte Di Savoia May 10 from a six weeks’ trip to 
Europe during which he completed arrangements for 
the establishment of a branch factory in Milan, Italy. 
Products for the Italian 
market have been shipped 
from the company’s plant 
in France, but high import 
duties have necessitated 
the opening of a branch in 
Italy, he said. He plans 
to return to Italy this 
Summer to supervise the 
opening of the new plant. 

Prince Matchabelli spent 
a good deal of his time at 
his branch in Paris where 
he attended the annual 
meeting of the stockhold- 
ers of the French com- 
pany. He visited London 
where he also opened negotiations for the establishment 
of a factory there. He found conditions generally quiet 
in Europe, with exporters suffering from the instabil- 
ity of exchange. 

A detail of special representatives, who will cover 
territories embracing practically the entire United 
States, has been appointed by the company. The men 
and their territories are as follows: 

Roger Aitken, greater New York, Pennsylvania, Dis- 
trict of Columbia and New Jersey, with headquarters 
in New York; Count Waldemar Armfelt, California, 
Washington, Oregon and Nevada, with headquarters in 
San Francisco; Nicholas Holmsen, Illinois, Mississippi, 
Minnesota, Wisconsin, Iowa and Nebraska, with head- 
quarters in Chicago; Prince Nicholas Demidoff, New 
York State, Connecticut, Rhode Island, Massachusetts, 
New Hampshire and Vermont, with headquarters in 
Boston; Baron Paul Wrangel, Ohio, Michigan, Kentucky, 
Indiana and West Virginia, with headquarters in Cin- 
cinnati; and William Wright, Oklahoma, Texas, New 
Mexico, Arizona, Colorado and Utah, with headquar- 
ters in New Mexico. 


Werk Moves Columbus Offices 


M. Werk Co., Cincinnati, has leased space in the 
Burdell building, Columbus, and has moved its branch, 
which for some years has been located at 483 S. High 
street, that city, to the new address. The new quar- 
ters of the company are much more centrally located 
and will be used as a premium showroom. New fixtures 
have been installed. The company manufactures Werk’s 
skin soap, pumice, floating bath soap, ‘““Werkettes” and 
a popular brand of radiator glycerine. 





PRINCE MATCHABELLI 


Jergens Buys Florida Estate 


An Associated Press dispatch from Palm Beach states 
that Andrew Jergens, of Cincinnati, has bought a large 
estate in Palm Beach. The Cincinnati soap manufac- 
turer acquired the Kenneth Van Ripper estate which 
is located on South Ocean boulevard. It is said to be 
one of the show places of Palm Beach. 
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“Cuticura” Entertains Pharmacy Graduates 


A custom of many years standing was honored April 
30, when the 110 members of the graduating class of 
the Massachusetts College of Pharmacy inspected the 
various manufacturing processes of the Potter Drug & 
Chemical Co., of Malden, and enjoyed a banquet and 
much good and _ instruc- 
tive talk. Dean Theodore 
J. Bradley and __ several 
members of the faculty 
accompanied the students. 
Samuel M. Best, president 
of the “Cuticura” firm, 
and a trustee of the Col- 
lege of Pharmacy and 
chairman of its finance 
committee, was the toast- 
master. 

The annual hospitality 
of the Potter Drug & 
Chemical Co., to which 
the pharmacy seniors in- 
variably look forward, 
owes its origin to the warm interest of the founder of 
the business, George Robert White, in all that con- 
cerned the college. Mr. White, the chief benefactor 
of the college, built and equipped its present building, 
and provided for its upkeep. His sister, Mrs. Brad- 
bury, carried on her brother’s interest, expressing it 
with a bequest of a million dollars. The cordial rela- 
tionship continues to exist, for president Samuel M. 
Best is himself a graduate of the college, holding the 
degrees Phar.D. and Ph.C., and is actively associated 
with its affairs. 

A complete inspection of the plant preceded the 
banquet. The students were especially impressed with 
the absolute cleanliness that is maintained throughout 
the plant. This is furthered by a separate building for 
the reception and storage of all raw materials. They 
viewed all the processes of manufacture from the prepa- 
ration of “Cuticura” soap in the vats to its wrapping 
by efficient packaging machinery. A unique feature 
brought to their attention is a separate fireproof build- 
ing, containing a duplicate of all equipment in the 
main plant. This was constructed by Mr. White, the 
founder, to insure the continued production of “Cuti- 
cura” products under any conditions that might arise. 
The reserve building is used only once a year. Then a 
batch of soap is put through all processes in the fire- 
proof building to test the efficient working of the 
equipment. 

When the inspection was completed and the seniors 
were assembled in the recreation rooms, where the ban- 
quet was served, Alfred F. Tinkham, superintendent 
and head chemist for the Potter plant, gave a short talk 
on saponification. With Mr. Best acting as toastmaster, 
the dinner was enlivened with much pleasantry and 
wit, and everyone present had a thoroughly good time. 
Dean Bradley, addressing the gathering, referred to his 
warm friendship with the founder of the firm, Mr. 
White, with the late president, Charles L. Hamilton, and 
with Mr. Best. 

The following were seated at the head table: Samuel 
M. Best, president of the Potter Drug & Chemical Co.; 
William D. Gooch, vice-president and treasurer; Wil- 
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liam C. Hamilton, assistant general manager; Mrs. Viola 
P. Rollins, advertising manager; Alfred F. Tinkham, 
superintendent and head chemist; Francis M. Putnam, 
chemist; Frank E. Brigham, office manager; James Day, 
of the office of the Registry of Motor Vehicles; J. Wil- 
liam Atherton, New York advertising representative; 
Isidore S. Tolpin, president of the graduating class of 
the Massachusetts College of Pharmacy; Dean Theodore 
J. Bradley, Prof. Heber S. Youngken, Prof. Leon Thomp- 
son, Prof. Roy S. Kelley, Leslie M. Ohmart, instructor; 
associate professor George L. Burroughs, Prof. George 
E. Grover, Prof. Howard L. Reed, and George F. 
Archambault, instructor in commercial pharmacy. 

Samuel M. Best, president of the Potter Drug & 
Chemical Co., Malden, Mass., will sail for Europe July 
14 for his annual visit to the English plant and to the 
perfume districts in the South of France. He will sail 
from Quebec on the Empress of Britain, and will re- 
main abroad two months. Mr. Best reports a thriving 
export market for “Cuticura” products, and notes a 
very marked demand for the talcum, in which an 
Oriental perfume is used, from India. 


Weyer a New York Visitor 
William A. Weyer, of George H. Weyer & Co., Kan- 


sas City, Mo., was a visitor to the New York trade 
early in May. Mr. Weyer reported improving business 
in his section. 


Proprietary Makers to Honor Blair 


In connection with the annual meeting of the Pro- 
prietary Association, which is being held at the Bilt- 
more hotel in New York May 23 and 24, a testimonial 
dinner is being given to Frank A. Blair, president of the 
association for 20 years. This dinner is a tribute to 
Mr. Blair for 30 years of 
service to the industry as 
well as in celebration of 
the twentieth anniversary 
of his first election as 
president. The dinner is 
being held at the Waldorf- 
Astoria and is sponsored 
by a committee of Mr. 
Blair’s friends. 

Mr. Blair is vice-presi- 
dent of the Centaur Co., 
New York, and is known 
throughout the drug trade 
for the effective work 
which he has done in co- 
Operative activities and in 
legislative work of the proprietary manufacturers. A 
report of the convention of the association will appear 
in our next issue. 


FRANK A, BLAIR 


New Arden Radio Program 


A new series of radio broadcasts was inaugurated 
April 24 by Elizabeth Arden, Inc., New York, over a 
coast-to-coast network of the Columbia Broadcasting 
System. The new program features Maurey H. B. 
Paul, otherwise known as “‘Cholly Knickerbocker,” so- 
ciety editor of the New York American, and orchestral 
music. 
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Pickwick Cosmetics Corp. Formed 


Pickwick Cosmetics Corp. has been formed with 
offices at 339 Fifth avenue, New York, and has asso- 
ciated itself with Leading Perfumers & Chemists, Inc., 
that city, manufacturing chemists since 1920. 

Pickwick is to market a special line of toilet prepa- 
rations at popular prices to drug jobbers and department 
stores. This company has been organized and will be 
managed by Louis Meltzer, who has been associated 
with the cosmetic industry for a number of years. 


Colgate Employees Hold Party 


When the employees of Colgate-Palmolive-Peet Co. 
recently held a ‘“‘get-together’” dance, to celebrate 
the arrival of the Chicago group in Jersey City, more 
than 1,000 persons—from executives to office boys— 
attended the party. Prominent among the company 
personnel present were: S. Bayard Colgate, president; R. 
B. Colgate, vice-president; A. J. Lansing, vice-presi- 
dent; Ken R. Dyke, general advertising manager; W. 
R. Veale, manager of toilet article sales, and Charles 
Hulsizer, Jersey plant superintendent. 

Something new in company dances was arranged by 
the employees’ committee, headed by Miss Mabelle 
Scott, secretary to S. Bayard Colgate. Radio stars of 
the firm’s two national broadcasts, the ‘Colgate House 
Party” and the “Palmolive Beauty Box Theatre,” en- 
tertained in person. They included: Joe Cook, popu- 
lar comedian; Donald Novis, tenor; Frances Langford, 
blues singer; Floria‘ La Vey, soprano; and Theodore 
Webb, romantic baritone. “Tiny” Ruffner, well-known 
announcer, acted as master of ceremonies. The entire 
affair was staged by an employees’ committee of sixty, 
representing the newcomers from Chicago and the old- 
timers from the Jersey plant. 

The photograph which was taken at the party, shows 





some of the executives of the company who were pres- 
ent. They are, left to right: A. J. Lansing, vice-presi- 
dent; Charles Hulsizer, superintendent, Jersey plant; 
S. Bayard Colgate, president; R. B. Colgate, vice-presi- 
dent; W. R. Veale, manager of toilet article sales; and 
Ken R. Dyke, general advertising manager. 

George B. Livesay, of the purchasing department of 
the company, has been transferred to the Paris offices 
where he will be assistant director of purchases. Mr. 
Livesay has been associated with the firm for a number 
of years. 
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Groville Promoting “Margaret Blair” Line 


Groville Sales Corp., New York, has been appointed 
exclusive distributing agent for the “Margaret Blair” 
line of beauty creams, according to recent word from 
George A. Stevens, president of Groville. Distribution 
of the preparations will be through department and drug 
store channels. 

The handing over of the 
line to the Groville com- 
pany will result in the 
merchandising of the 
products in retail outlets 
for the first time. The 
preparations were origi- 
nated by Margaret Blair, 
of New Orleans, more 
than 25 years ago, and 
have since been promoted 
only through health and 
beauty clubs organized by 
Miss Blair. 

The merchandising cam- 
paign to be launched 
shortly by Mr. Stevens will also utilize the health 
club idea. Miss Blair will lecture in one selected store in 
each principal city and either revive one of her previ- 
ously organized clubs or form a new one. She will pre- 
scribe a series of health exercises for club members and at 
the same time recommend the use of her preparations 
which will be placed on sale in the store where she lec- 
tures. Each club will have a meeting place where mem- 
bers will gather periodically for their exercises. Expenses 
will be covered by the annual dues of the members. 

Mr. Stevens returned recently from a long business 
trip to the West Coast which took him to most of the 
principal trade centers in the Western half of the coun- 
try. He was gratified to find conditions vastly improved 
over their state at the time when he made his last trip 
two years ago. 





GEORGE A. STEVENS 


Raymond Guerlain Visitor Here 


Raymond Guerlain, of Parfumerie Guerlain, Paris, 
France, arrived here May 16 on the Paris for a visit of 
several weeks in this country. He will make his head- 
quarters at the New York offices of Guerlain, Inc., 
United States representative of his house, where he will 
confer with Bernard d’Escayrac, vice-president and gen- 
eral manager of the branch. 


Ross Visitor in New York 


Edwin Ross, who will be remembered as a prominent 
figure in the soap and perfume industry until his retire- 
ment to his estate in California some years ago, was a 
visitor in New York recently where he called on friends 
in the trade. 


Miss Welsby Sails for Vacation 


Miss Verna Welsby, of Yardley & Co., Ltd., New 
York, sailed on the Paris May 19 for a well-deserved 
vacation in England. She will visit relatives and friends 
in and about London, returning to her advertising duties 
with the company June 20. 
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We Present an Impromptu Group 


Through a fortuitous coincidence we are able to pre- 
sent this month an unusual group of trade personalities 
in several lines. The contributing editor to our soap 
section, Dr. E. G. Thomssen, of the J. R. Watkins Co., 
Winona, Minn., was a visitor at our office on April 21 





JoHN Powe tt, F. H. UNGerer, K. G. Vooruees, E. 
M. TyspaL, W. KyLe SHEFFIELD, AND Dr. E. G. 
THOMSSEN 


to pay his respects before leaving for Canada on his 
way back West. At the same time, Even M. Tysdal, 
genial Chicago representative of Ungerer & Co., called 
with F. H. Ungerer, president, and Kenneth G. Voor- 
hees, vice-president of his company, to say “Good-bye” 
before leaving for his Mid-Western headquarters. Our 
round-the-corner neighbor, John Powell, vice-president 
of John Powell & Co., botanical drug merchants, paid 
us one of his periodic visits and finally, W. Kyle Shef- 
field, vice-president of the New England Collapsible 
Tube Co., dropped in to see us. After a general chat 
about recent improved business conditions, they con- 
sented to pose for the editorial camera. 


Burnett Adds Concentrated Flavor 


Joseph Burnett Co., Boston, has recently added to 
the “Armada” line a concentrated vanilla extract for 
bulk use by bakeries, ice cream manufacturers, etc. 
Cardamon extract is a new item that has just been 
introduced. This extract, featured for the consumer, 
is suitable for coffee cakes and similar pastry, and is espe- 
cially popular with the Swedish housewife in Minnesota 
and other districts, who previously had to crush the 
seeds to obtain the flavor. 

George H. Burnett, treasurer of the company, re- 
cently returned from a trip through the West and 
Middle West, where he contacted the trade. 


Noonan on Chicago Trip 


Frank M. Noonan, president of T. Noonan & Sons, 
Boston, spent the week of April 30 in Chicago, attending 
the code meeting of the executive board of the Inter- 
national Beauty & Barber Supply Dealers Institute, of 
which he is a member. Arrangements for the October 
convention, which will be held at the Palmer House, 
Chicago, were also completed. 

The company has recently brought out a new line 
of liquid rinses for the hair. Seven rinses are included 
in this new line. 
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Gust a Seattle Visitor 


As many other national companies have found the 
Pacific Northwest a most promising sales area, so has 
Robert P. Gust, of Chicago, president of the Robert 
P. Gust Co., Inc., national sales organization represent- 
ing many cosmetic lines. Accompanied on a recent 
visit to Seattle, Wash., by Ben A. Rooks, of Los Angeles, 
vice-president and Pacific Coast manager of the Gust 
company, he conferred with Robert H. Clarke, North- 
west manager, who maintains offices in the Terminal 
Sales building, Seattle. Mr. Gust stated that he was 
impelled to make his first visit to the Puget Sound 
metropolis because of the phenomenal gain in sales which 
have been accomplished by his Northwest offices under 
the aegis of Mr. Clarke. 


Millard Promoted by Bourjois 

Nelson Millard has been appointed advertising 
manager of Bourjois, Inc., New York, according to 
recent word from the company. Mr. Millard has been 
associated with Bourjois for the last three and one-half 
years, and prior to his latest promotion was assistant 
advertising manager. 


Hawaiian Company Making Cosmetics 


The accompanying photograph shows a display now 
being used by a pioneer Hawaiian cosmetic company. 
It shows some of the lotions and creams being manu- 
factured by the Avocreme Co. of Hawaii, Ltd., 
Honolulu. 

In the past this company has manufactured food 
products, and the line of toiletries which has enjoyed 
rapid growth has now been separated from the original 
business. The company uses avocado oil as one of the 





principal ingredients of its products and has its own 
avocado plantation from which the oil is extracted. 

In addition to several types of creams, a sunburn 
lotion, skin toner, liquid powder, shampoo, facial soap, 
brushless shave, hair oil, brilliantine and sunburn oil are 
being manufactured. The products are enjoying ex- 
cellent distribution in Hawaii and it is expected that 
they will be introduced into the continental United 
States in the near future. 
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Seeley Celebrates Tenth Anniversary 


On April 24 Seeley & Co., New York, manufacturers 
of flavoring extracts and allied products, celebrated the 
tenth anniversary of its establishment with a dinner for 
The dinner was held at the offices of the 
company, 136 Liberty street, and a very pleasant fea- 
ture was the presentation of substantial bonuses to all 
of the employees for their services and loyalty to the 
company. 

The company was founded by Milton J. Seeley on 
April 24, 1924. Mr. Seeley had long experience in the 


employees. 





MILTON J. SEELEY 


field and has been. connected with many prominent 
houses, including Antoine Chiris Co., New York. Un- 
der his direction the company met with excellent suc- 
cess, each year showing a gain of sales over the preced- 
ing period. Mr. Seeley retired on account of ill health 
five years ago, and R. Gordon Smith, who had been 
associated with him in the organization of the business 
and who also was a former member of the Chiris staff, 
was elected president. John Beach, for many years asso- 
ciated with the essential oil industry, was made vice- 


Changes in Maryland Glass 


J. S. Heuisler resigned April 30 as treasurer and gen- 
eral manager of the Maryland Glass Corp., Baltimore, 
Md., and has joined the Emerson Drug Co., also of Bal- 
timore as field sales manager. The two companies are 
closely affiliated, Bromo-Seltzer, Inc., being the parent 
company of both. Mr. Heuisler will continue to contact 
in his new position many of the friends he has made 
through his connection with Maryland Glass. 

Following his resignation Miss E. M. Schulle has been 
made treasurer of the Maryland Glass Corp. L. C. 
Roche has been appointed general factory manager, and 
Philip I. Heuisler, Jr., assistant treasurer and assistant 
factory manager. 


Haskell on U.S.I. Board 


Glenn L. Haskell, for some years vice-president and 
director of sales of the U. S. Industrial Alcohol Co., 
New York, was elected a director of the company at a 
recent stockholders’ meeting. Mr. Haskell is one of the 
foremost figures in the alcohol industry, and his many 
friends will be pleased to learn of his election. 
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R. GorDON SMITH 


president. Mr. Smith is a chemist and technical man, 
and has charge of factory operations at the plant in 
Nyack, N. Y., while Mr. Beach’s long experience in the 
sales end of the business admirably fitted him for the 
work of distributing the company’s products. 

The house early acquired a plant at Nyack, N. Y., and 
in 1930 took over an adjoining building. The combined 
factory is now practically outgrown due to the rapid 
development of the business. Steady progress was made 
even during the difficult period of depression, and in 
1931, which was distinctly an unfavorable year, the 
company reached a new high level for sales, showing an 





JOHN BEACH 


increase of 40 per cent. 1932 was equal to 1931, and 
1933 showed a further gain of 25 per cent while the 
first quarter of 1934 shows that this progress is con- 
tinuing. 

An interesting feature of the celebration was an 
announcement that the Van Brunt Chemical Co., a sub- 
sidiary, had virtually completed the equipment of its 
new plant at Farmingdale, L. I., where a number of 
products new to the company’s line will be manufac- 
tured. 


Levis on Hazel-Atlas Board 


William E. Levis, chairman of the board of the 
Owens-Illinois Glass Co., has been elected a director of 
the Hazel-Atlas Glass Co., Wheeling, W. Va. This 
restores representation of the Owens-Illinois Glass Co. 
on the board of the Hazel-Atlas Glass Co. 

Clyde G. Lucas, of the New York office of the Hazel- 
Atlas Glass Co., has just returned from a Mediterranean 
tour on the Aquitania. He was away from the office 
for about five weeks, and the tour included stops at 
points of interest in Spain, Southern France, Italy, 
Greece, Palestine, Egypt and Northern African ports. 


Czarina Buys Williams Business 


The Czarina Co., Cleveland, Ohio, has purchased the 
cosmetic business of S. Z. Williams, of that city. The 
Williams firm manufactured a line of cosmetics under 
the name of “Ida Williams” which met with considerable 
success in the Middle Western territory. The Czarina 
Co. manufactures a face cream which the company 
states is made from an old Russian formula. The pur- 
chase of the Williams firm will round out the com- 
pany’s line of cosmetics. 
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Gampert Back from Southwest 


Louis Gampert, vice-president of Felton Chemical 
Co., Inc., Brooklyn, has just returned from an extended 
trip through the Southwest. He reports increasing 
business for his company in this territory and a gen- 
erally optimistic feeling for the future, particularly in 
Texas. Albert Albek, manager of the Western branch 
of Felton Chemical Co., located at 515 South Fairfax 
avenue, Los Angeles, Calif., came on to El Paso to meet 
Mr. Gampert to discuss various matters of policy. 


Theile on Western Trip 


F. C. Theile, president of P. R. Dreyer, Inc., New 
York, is making a tour of the Middle West, calling on 
manufacturers of soaps, toilet preparations and flavoring 
extracts. He recently completed a similar trip through 
New England and will also cover the trade in the South 
in the near future. 


Jessica Ogilvie Back from Trip 


Miss Jessica Ogilvie, of Ogilvie Sisters, New York 
isn’t able to get away for a vacation very often, but 
when the opportunity appears, she seizes it with a ven- 
geance. After several years of the steady business grind, 
she was offered the chance to go away for awhile last 
February, and she took it—and stayed away for three 
months! 

Miss Ogilvie has just returned from a cruise of the 
Mediterranean during which she saw many interesting 
things in Northern Africa and Southern Europe, and, 
incidentally, during which she enjoyed a good rest. The 





accompanying photograph shows her, in white at the 
extreme left, on a visit to the pyramids in Egypt. 

Instead of returning directly to the United States on 
the cruising ship, Columbus, Miss Ogilvie prolonged her 
vacation two weeks by paying a visit to her sisters 
Mabel and Georgina in Paris where she had a “glorious 
time.” 

Dr. Gladys Ogilvie, another of the famous seven sis- 
ters, is hard at work on a book dealing with the physiol- 
ogy and proper treatment of the hair. She expects it to 
be completed late this Spring. 
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King Heads du Pont Division 


Kenneth T. King has been appointed manager of the 
fine chemicals division of E. I. du Pont de Nemours & 
Co., Wilmington, Del. Mr. King has been with the du 
Pont company since April, 1919, when he started in the 
technical laboratory of the dyestuff department. Since 
that time his work has 
been along the line of 
technical and sales devel- 
opment, and prior to his 
appointment as manager of 
the fine chemicals division 
he was located in the Chi- 
cago office as assistant 
manager of the organic 
chemicals department. He 
is a graduate of the Mas- 
sachusetts Institute of 
Technology, and his early 
business career was with 
the Marathon Paper Mills 
Co., Rothschild, Wis., 
where he was in charge of 
the chemical department until April, 1917, when he 
joined the American forces upon the entry of the United 
States in the World War. His association with the 
du Pont company started upon his return from France. 





KENNETH T. KING 


Schirmer Now with Compagnie Duval 


Albert Schirmer is now connected with Compagnie 
Duval, New York, as office manager. Mr. Schirmer has 
been associated with the essential oil trade for nearly 
ten years, and was formerly with Magnus, Mabee & 
Reynard, Inc., New York. 

F, W. Heine, president of Compagnie Duval, has re- 
turned from a brief business trip through Connecticut. 
He reports business on the up-grade and was pleased to 
find the number of his own accounts and the size of 
orders from that territory showing a decided gain. 


Wagner a New York Visitor 


Paul M. Wagner, representative in the Southwest for 
Givaudan-Delawanna, Inc., New York, was a visitor at 
the principal offices of the company late in April. Mr. 
Wagner reports that conditions in his territory have im- 
proved materially and that the cosmetic business espe- 
cially is on the upgrade. His headquarters are in Dallas, 
Texas, and recent developments indicate to him that 
Dallas will be quite an important cosmetic center in 
the near future. Several companies with national dis- 
tribution have opened or are planning to open plants 
in that city. 


Stokes Adding to Plant 


F. J. Stokes Machine Co., Philadelphia, Pa., has be- 
gun the erection of a one-story building, 90 x 100 feet, 
at its plant in Tabor road. When completed the addi- 
tion will afford adequate manufacturing space to care 
for the growing needs of the company. 

Francis J. Stokes, president of the company, accom- 
panied by Mrs. Stokes and Mr. and Mrs. Morris E. 
Leeds, enjoyed a tour of Virginia during “Garden Week” 
there the early part of this month. 
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Mme. Sylvia to Market Cosmetics 


Sylvia of Hollywood, well known for her health and 
beauty treatment process and for her articles on these 
subjects, recently established headquarters in New York 
at 50 West 59th street, and may in the near future 
produce a beauty treatment line to be distributed 
through retail outlets. While Mme. Sylvia has used her 
preparations and sold them privately for several years, 
they never have been sold over the counter. 

Plans for the introduction and promotion of the line 
are indefinite, but it is expected that it will be given 
national distribution with Mme. Sylvia prominently in 
the merchandising picture. For the present she will 
continue her consulting work in New York and her 
radio and magazine projects. 


Fritzsche Brothers, Inc., Elects Directors 


The annual stockholders’ meeting of Fritzsche 
Brothers, Inc., was held at the offices of the company 
in New York, May 17. Following the death of the late 
president, F. E. Watermeyer, the company’s charter 
was amended two provide for a directorate of five mem- 
bers instead of three. At the meeting, the five stock- 
holders of the company were elected directors. 

The personnel of the new board again emphasizes the 
policy of the company in keeping the direction of its 
affairs in the hands of experienced executives and of 
rewarding the loyalty and faithful service of those who 
have contributed to its success. All of the members 
of the board have been with the Fritzsche organization 
for many years. roe 

Those elected are: F. H. Leonhardt, president of the 
company, with 40 years of service; W. A. R. Welcke, 
first vice-president and treasurer, with the organiza- 
tion 49 years; B. F. Zimmer, second vice-president in 
charge of the Chicago branch, with 34 years of service; 
George L. Ringel, third vice-president in charge of the 
Columbus, Ohio, branch and of operations of the Cana- 








é 


dian subsidiary, 34 years; and A. D. Armstrong, secre- 
tary, 22 years. Other officers elected were: Ralph Re- 
danz, assistant treasurer, and John H. Montgomery, as- 
sistant secretary. 

The accompanying pictures show, at the top from 
left to right, Mr. Welcke, Mr. Leonhardt and Mr. Arm- 
strong, and below left, Mr. Ringel, and right, Mr. 
Zimmer. 


140 May, 1934 





Perfume Helps Solve Murder Mystery 


Thin clues worthy of the pen of a Conan Doyle or an 
Edgar Allan Poe solve real mysteries more often than the 
public, accustomed to police bungling, may believe. One 
of the most interesting cases ever to come before the 
California courts is now being tried in Los Angeles, and 
upon the odor of a per- 
fume may depend the fate 
of a man and woman 
charged with murder. 

On February 10, Harry 
D. Shaw, a truck driver, 
was found on a lonely 
road, his body beneath the 
wheels of his own gaso- 
line truck. Numerous sus- 
picious circumstances at- 
tached to his death brought 
a complete investigation 
and the police concluded 
that he had been struck 
on the head with a stone, 
and after his body had 
lain for some time in bushes near the road, it had been 
carried to the road and the truck driven over it. 

Scon thereafter, Mrs. Shaw and Don T. Snyder, an 
ex-policeman, said to have been on intimate terms with 
her, were suspected of the crime and arrested but only 


Dr. A. T. FRAscatTi 


vague circumstantial evidence could actually place them 
at the scene of the crime on that night. Here perfume 
entered the case. 

Near the body was found a cigarette lighter; but 
instead of the usual lighter fluid, it was found to con- 
tain perfume. Seeking to identify this perfume and 
perhaps to connect it with the defendants, the District 
Attorney called in Dr. A. T. Frascati, of Max Factor 
& Co. He promptly identified the perfume as a very 
well known brand used by Mrs. Shaw for some time. 
During the trial Dr. Frascati testified that the lighter 
had never been used as such but that the wick had 
absorbed perfume. Other contents of the woman’s 
handbag were also found to bear the same odor. The 
victim’s pockets and clothing were also carefully exam- 
ined for traces of the perfume but none was found. 
Dr. Frascati testified that had the lighter been carried 
by the murdered man for only one day, traces of the 
perfume would have been found in the cloth. Instead, 
only the odor of tallow, probably from soap used in 
washing the clothes could be identified. 

Following this testimony, attorneys for Snyder and 
Mrs. Shaw determined to admit the killing but to con- 
tend that it had been done in self defense. The testi- 
mony of the perfume had accordingly changed the en- 
tire course of the case, and the evidence brought out 
by it was later corroborated by another truck driver 
who testified that he had seen persons closely resembling 
both defendants at the scene of the crime. 

This is one of the few times when a prominent mem- 
ber of our industry has given important testimony in 
a case of such general interest. 


Kirby With Betts & Mumpeton 


Theodore Kirby, formerly sales manager of Thinc 
Products Co., New York, has joined the sales depart- 
ment of Betts & Mumpeton, that city. 
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Open House at University of Detroit 


An exposition and open house showing the work of 
the University of Detroit was held at the University 
May 3, 4 and §. At that time the several departments 
were thrown open for public inspection and the courses 
were conducted as usual with the exception that the 
general public was invited to be present. Prominent 
in the affair was the chemistry department and the 
newly organized cosmetic section under the direction 
of Fr. Adam J. Keller, S. J. 

The laboratories were opened to the public and dem- 
onstrations of the manufacture of face powders and 
creams were conducted with visitors invited to sample 
the products. A display of raw materials donated by 
Givaudan-Delawanna, Inc., New York, and other raw 
materials suppliers was a feature. 

New courses in cosmetics for evening students will 
be opened next year under Fr. Keller’s direction. They 
will be without entrance requirements and primarily for 
business people who are employed in the industry dur- 
ing the day. Credit toward a degree will not be given 
for these courses. Fr. Keller in a recent statement 
thanked the J. D. Healy Shops of Detroit for the kind- 
ness which made possible these cosmetic courses. 


Frey & Horgan Move Offices 


Frey & Horgan, brokers in tallow, greases, animal 
oils, edible oils and other vegetable oils, have moved 
their offices to larger quarters at 17 State street, New 
York. For the last ten years they were located at 25 
Beaver street. The new telephone numbers are WHite- 
hall 4-2542-5. 

André Firmenich Arrives 

André Firmenich, of M. Naef & Co., Geneva, Swit- 
zerland, arrived on the Bremen, May 8, for a visit of 
several weeks to the United 
States. Mr. Firmenich is 
making his headquarters 
with Ungerer & Co., New 
York, American represen- 
tatives for his house, and 
will visit the trade with 
R. C. Watson, who spe- 
cializes in the sale of Naef 
products in this country. 

They will go first to 
New England and _ later 
spend a few days in the 
Philadelphia territory. A 
trip through the Middle 
West and South is also be- 
ing planned, and Mr. Fir- 
menich looks forward to attending the annual conven- 
tion of the Associated Manufacturers of Toilet Articles 
to be held in New York early in June. 


ANDRE FIRMENICH 


Butz in New Quarters 


Fred L. Butz, New York representative of the White 
Metal Manufacturing Co., Hoboken, N. J., and of the 
Waterbury Paper Box Co., is now located in new offices 
at 393 Seventh avenue. The telephone is CHickering 
4-4556. 
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Solon Now Owens Vice-President 
The Owens-Illinois Glass Co., Toledo, Ohio, has ap- 


pointed F. J. Solon, general sales manager, to the new 
position of vice-president and general sales manager. The 
appointment was authorized at a recent meeting of the 
board of directors held at the general offices, in Toledo. 

Mr. Solon was associated 
with the old Owens Bottle 
Co., for 20 years. Upon 
the consolidation of the 
properties of the Owens 
Bottle Co. and the Illinois 
Glass Co., in 1929, Mr. 
Solon was made sales man- 
ager of the prescription, 
pharmaceutical and _ pro- 
prietary lines. In Novem- 
ber, 1931, he was placed 
in charge of all bottle sales 
divisions of the Owens- 
Illinois Glass Co., with the 
title of general sales man- 
ager. In the many years 
Mr. Solon has been in the glass business, he has gained a 
wide acquaintance among all related lines of industry 
using glass containers. 





F. J. SOLON 


Mr. Solon’s promotion comes as further expression 
of the company’s policy of developing its executives 
from men in the organization rather than seeking them 
from outside. 


Find Ancient Perfume Bottles 


Relics discovered recently in an ancient. cemetery, 
dating back to 325 A.D., at Rouen, Normandy, show 
that Gallo-Roman women 1,600 years ago used per- 
fumes and in all probability had an equivalent for 
present-day rouge and talcum powder. According to 
a dispatch to the New York Times, workmen digging a 
sewer in Rouen uncovered a stone sarcophagus con- 
taining a leaden coffin in which were found four bottles 
intended for perfume, toilet water, probably rouge and 
powder. 

Such toilet articles were common in Ballia-Belgica 
about the third and fourth centuries and were usually 
buried with their feminine owner, the dispatch said. 
The bottles discovered were of diverse forms and sizes. 
The largest was five inches high; one was hexagonal with 
a handle; and the others were cylindrical, but minus 
handles. 


Michigan Association Opens Golf Season 

The Michigan Cosmetic & Extract Association played 
golf at the Birch Hill Golf Club, May 17. E. P. 
O’Rourke, of the Owens-Illinois Glass Co., who is a 
member of this club, extended the invitation. Ray 


Vicary, chairman of golf committee, promised some 
under-par foursomes. 


Green Moves Home to Watertown 


Clifford Green, president of the Emarco Co., Boston, 
recently sold his home on Waverley avenue, Newton, 
Mass., and is now residing in Watertown. 
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New Factory Marks Pfaudler 50th Year 


The Pfaudler Co., Rochester, N. Y., manufacturer 
of glass-lined steel equipment for the toilet preparations 
and other industries, as a part of the celebration this 
year of its 50th anniversary, is opening a British factory 
at Leven, in Fifeshire, Scotland. This new factory will 
compare in every way with the other Pfaudler factories. 

The new buildings cover an area of about two and a 
half acres and are of modern construction, with large 
roof-lights and windows for natural illumination. To 
operate this new factory the Pfaudler organization in 
London has been re-organized, and will be known as 
Enamelled Metal Products Corp., with offices at Artil- 
lery House, London. The staff of the present Pfaudler 
organization in England will be transferred to the new 
company. 

James MacGregor, M.I. Chem.E., has joined the board 
and will be in control of the sales organization. T. R. 
Grimwood, J.P., will continue his association with the 
Pfaudler interests as a member of the new board. The 
very latest in modern equipment for the manufacture 
of glass-lined steel apparatus, including a huge furnace, 
has been installed at the new factory. 

The Pfaudler Co. was established 50 years ago by 
James Sargent and C. C. Puffer, of Rochester. The 
need for equipment with an interior resistant coating 
to withstand the action of chemicals and other mate- 
rials was great. Work was soon started on the devel- 
opment of acid-resistant glass-lined tanks, and after 
much experimentation the first units were finally pro- 
duced in 1886. we 

The presentation of these glass-lined tanks to the 
chemical and other industries resulted in an imme- 
diate and rapid extension of the Pfaudler business, and 
this in turn led to other important developments in the 
manufacture of equipment, in which the company has 
played a leading part. Its products are now known not 
only in the United States but throughout the entire 
civilized world. 

The present officers of the company are: chairman 
of the board, E. G. Miner; president, W. D. Pheteplace; 
vice-presidents, H. $. Calvert, O. I. Chorman and G. F. 
Kroha; secretary, C. J. Stothers; and treasurer, W. H. 
Middleton. 

The New York office of the company has been moved 
to the McGraw-Hill building, 330 West 42nd street, 
where new facilities include a display room in which 





are exhibited various types of standard Pfaudler equip- 
ment. The personnel of the office includes W. E. Gray, 
Jr., manager; J. J. Hickey, S. A. Smith, and H. J. 
Grieve. 

It is a pleasure to congratulate the company and 
officers on completion of the half-century of industrial 
progress, and to wish the new British subsidiary the 
same success which has attended the efforts of other 
branches of the Pfaudler business. 


Coty Reports Net Profit 


Coty, Inc., New York, and domestic subsidiaries 
have reported for 1933 a net income after depreciation, 
inventory reserve and Federal taxes of $222,776. The 
proportion of profits and losses of foreign subsidiary and 
associated companies for 1933, applicable to holdings 
of Coty, Inc., in these companies, amounted to a net 
loss of $136,954, including approximate taxes on pro- 
portionate profits. On December 31, 1933, capital 
stock amounted to 1,537,435 no-par shares. In pre- 
ceding year, net income after depreciation, inventory 
reserve, Federal taxes and other charges was $521,386. 
The proportion of profits and losses of foreign subsidiary 
and associated companies for 1932, applicable to 
holdings of Coty, amounted to a net loss of $151,585, 
which included approximate taxes on the proportion- 
ate profits. 


Vadsco Elects New Directors 


Louis S. Ottimer, retired New York capitalist; S. B. 
Penick, president of S. B. Penick Co., New York, and 
Benjamin V. Becker, Chicago attorney, were elected to 
the board of directors of the Vadsco Sales Corp., New 
York, at the annual meeting of the stockholders May 15. 
The following officers were elected: Samuel L. Antonow, 
president; Sidney A. Loeb, first vice-president; Daniel P. 
Seibert, second vice-president, and Robert E. Lee, sec- 
retary-treasurer. Other directors of the company were 
re-elected. 


Marcotoon in New Quarters 

Nicholas N. Marcotoon has advised us that he has 
moved his offices and laboratories to 40 East 21st street, 
New York; telephone GRamercy 7-7041. 


Two Views or Praupter’s New British Factory 
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American Can Co. at the Fair 


The American Can Co., New York, has taken space 
at the “Century of Progress” International Exposition in 
Chicago this year, and is not only showing a compre- 
hensive exhibit of all the types of tin cans and other 
products of metal and tin which it makes, but is demon- 





strating with a regular “400” closing machine the exact 
way in which cans are hermetically sealed and all the 
wholesome goodness of their products kept in . 

The exhibit occupies a space of 20 by 88 feet in the 
General Exhibits building, and the backbone of it con- 
sists of that which the American Can Co. showed at the 
annual convention of the National Canners Association 
in Chicago last January. But, in addition to this, a 
chromium plated closing machine, and a chromium 
plated conveyor and runway have been installed to put 
tops on small, beautifully lithographed cans which are 
manufactured in the shape of decorative savings banks 
with slots in the top into which coins or safety razor 
blades can be dropped. This machinery is controlled by 
a push button so that it can make one can at a time, and 
these “banks” are being given away to the public as 
fast as they are manufactured. 

The main display includes not only thousands of food 
cans of all sizes but containers for such products as 
cigars, cigarettes, metal and shoe polish, motor oils, 
paint, parcel post containers, pills, proprietary medi- 
cines, razor blades, salves, snuff, talcum powder, tape, 
tobacco, tooth powder, typewriter ribbons, varnish and 
wafers. It includes also other objects made of metal and 
tin, such as ash and garbage cans, advertising novelties, 
boxes of all sorts, display racks for stores, lard pails, lip- 
stick holders, match boxes, trays, vanity cases and a lot 
of other things—in fact the whole American Can Co. 
line. 


Philipp Brothers Enlarges Space 
Philipp Bros., Inc., New York, has materially en- 


larged its chemical department which handles many 
products used in the cosmetic trade. Additional office 
space has been taken, and Frank Edwards, formerly as- 
sociated with the Grasselli Chemical Co., has joined the 
company as assistant to George F. Smith, general man- 
ager. W.R. Andrews has been added to the New Eng- 
land sales staff, with headquarters in Boston. 
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Consolidated Products Enlarges Offices 


Consolidated Products Co., Inc., has made alterations 
and extension of its office space at 15 Park Row, New 
York, adding a number of new private offices and en- 
larging executive and clerical space. A steady gain in 
the demand for used machinery necessitated the changes 
which will enable the company to take care of an in- 
creased volume of business and to serve its customers 
more efficiently. 


Dr. Katz Visiting in East 


Dr. Alexander Katz, secretary of Florasynth Labora- 
tories, Inc., recently arrived in New York from his head- 
quarters on the Pacific Coast, and will remain in the 
metropolitan territory until July at the laboratories of 
the company in Unionport, N. Y. 


Empire Distilling Appoints Cohen 


The Empire Distilling Corp., New York, has ap- 
pointed Harry Cohen representative in the Southern 
territory. Mr. Cohen’s office is located in the Candler 
Annex building, Atlanta, Ga. In addition to the Em- 
pire Distilling Corp., he represents the following com- 
panies: L. Sonneborn Sons, Inc., Gould Witch Hazel 
Co., Norda Essential Oil & Chemical Co., Inc., Cino 
Chemical Products Co. and Peek & Velsor, Inc. 


Picciano Reviews Western Tour 


D. E. Picciano, vice-president of Compagnie Parento, 
Inc., Croton-on-Hudson, N. Y., has returned from a 
recent seven weeks’ trip in the Middle West where he 
contacted customers in many of the large. manufac- 
turing centers of the country. 

Business conditions, he 
reports, have shown a de- 
cided upturn and in many 
cases have surpassed pre- 
depression periods. Ready 
business featured in the 
success of the trip where 
the isolated concerns her- 
alded the opportunity of 
direct contacting with the 
suppliers of their raw and 
finished materials. “Op- 
timism” no longer sufh- 
ciently describes the spirit 
of the West, since it was 

D. E. Picciano. found that buying was 
good with ever-increasing 
volume of recovered business. 

The course of the trip was essentially through the 
cities of Chicago, Freeport, Minneapolis, St. Paul, Des 
Moines, Omaha, Denver, Kansas City, St. Louis, Indian- 
apolis and Cincinnati. 


Young on Mexican Trip 


J. Edward Young, Jr., senior partner of Thurston & 
Braidich, New York, gums and vanilla beans, returned 
May 14 from a flying trip to Mexico. Mr. Young visited 
Vera Cruz and Mexico City, but spent only a week in 
Mexico. His trip was primarily to look over the vanilla 
situation. 
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Aloysius Koster in America 


Aloysius Koster, member of the firm of Koster 
Keunen, of Aalst, Holland, and Sayville, N. Y., accom- 
panied by his son Fritz, arrived on the Europa April 26 
for a two months’ stay in the United States. This is 
the third trip made by Mr. Koster since the organiza- 





A.Loysius, ALPHONSE AND Fritz Koster 


tion of the branch in Sayville, and he is very much 
gratified with the progress made by the branch. 

In reviewing his experience, it developed that Mr. 
Koster has been in the wax business for 44 years. Next 
year his oldest son, Frans, will come to the United 
States. His last visit*was made four years ago. Aloy- 
sius Koster is a brother of Alphonse Koster, the latter 
being in charge of the Sayville branch. 

Fritz Koster, who is 20 years of age, finished his for- 
mal schooling three years ago, and began employment 
in the company at Aalst. He will remain in the 
United States for six months familiarizing himself with 
American business methods, after which he will return 
to Holland. During the Summer, Alphonse Koster 
plans to make a trip to the World’s Fair at Chicago. 


Bronk New Tourneur Manager 


Tourneur, Inc., New York, has advised us of the 
appointment of Harold R. Bronk, for the last 15 years 
associated with the drug trade in various capacities, as 
general manager. Mr. Bronk was an honor graduate 
of the Albany College of Pharmacy of Union Univer- 
sity, and after some experience with the H. W. Warner 
Drug Co., of Albany, joined McKesson & Robbins in 
New York. 

During the war he served as a sergeant in the Medical 
Corps, having charge of medical supplies in a hospital 
in England. He later returned to McKesson & Robbins 
as production manager in the Brooklyn plant, leaving 
to become secretary and treasurer of E. M. Laning Co., 
Inc., New York. Tourneur, Inc., operates a chain of 
beauty salons in many leading department stores. 


Brill on Mid-Western Trip 


Louis I. Brill, president of Stein-Brill Corp., New 
York, who is also associated with the George G. Rodgers 
Co., returned May 9 from an extended trip through the 
Middle West. Mr. Brill reports that business is de- 
cidedly better throughout the entire territory. 
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Muller on U. S. Visit 


Eugene Muller, of J. Mero & Boyveau, Grasse, France, 
arrived on the Champlain April 19 for a visit of about 
six weeks to the American trade. Mr. Muller makes 
his headquarters with Dodge & Olcott Co., New York, 
American representative for his house. He has been 
covering the trade in the Mid-West and Canada, and 
will return to France early in June. 


Work on Wisconsin Compensation Plan 


In recent weeks many Wisconsin firms have filed 
voluntary unemployment compensation plans, seeking 
to escape the rigid compulsory system which becomes 
effective July 1. In the event enough employers sub- 
mit satisfactory voluntary plans to take in 139,000 
employees, about half of the labor of the state coming 
under the law, the compulsory plan will be abandoned. 

If the voluntary system of setting up reserve funds 
is adopted, employers must have their plans approved 
by the industrial commission by March 1, or the state 
will set up a compulsory system. The compulsory 
plan takes in all employers of 10 or more persons, ex- 
cepting farmers, governmental units and loggers. Esti- 
mates are that between $6,000,000 and $7,000,000 
must be raised in this state supervised reserve fund. 

The Wisconsin law is the first one of its kind on 
the statute books in this country. 


Cooper and Schuesler in East 


C. H. Cooper and C. R. Schuesler, principals of 
Cooper & Schuesler, manufacturers’ representatives, 
Chicago, spent several days visiting Eastern principals 
early this month. They conferred first in Chester, Pa., 





C. R. SCHUESLER, GEORGE GUSSOFF AND C. H. Coorer 


with A. H. Wirz, Inc., and then came to New York 
where they discussed policies with officials of Sagamor 
Metal Goods Corp. They ably represent both of these 
important supply companies in the Mid-Western terri- 
tory. 

Both men were optimistic regarding prospects of in- 
creased business in the Chicago territory, reporting that 
business has been making rapid progress since the first 
of the year. They feel that from now on the trend 
will be generally upward although occasional reactions 
may take place. The accompanying photograph shows 
them with George Gussoff, of Sagamor, on their New 
York visit. 
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Albert F. Leonhard 


Albert F. Leonhard, vice-president of the Theodor 
Leonhard Wax Co., Haledon, N. J., died at his home at 
Ridgewood, N. J., April 25 after a short illness. Mr. 
Leonhard was born in Haledon where he lived until 14 
years ago when he moved to Ridgewood. He was presi- 
dent of the Paterson 
Parchment Paper Co., now 
located in Bristol, Pa., but 
formerly in Passaic. He 
had been associated with 
this business all his life and 
was also for many years 
active in the wax com- 
pany. 

Mr. Leonhard leaves a 
widow, Adeline Sutton 
Leonhard; a daughter, Mrs. 
H. R. McKenzie, of Fort 
Sheridan, IIl.; a son, E. R. 
Leonhard, of Jenkintown, 
Pa.; one brother, George 
L. Leonhard, of Trenton; 
one sister, Mrs. Fannie A. Brunner, of East Orange, and 
four grandchildren. Funeral services were held at St. 
Elizabeth’s Church, Upper Ridgewood, April 27, and 


interment was in Laurel Grove Cemetery. 





THe Later 


ALBERT F, LEONHARD 


John Blocki 


John Blocki, president of John Blocki, Inc., Chicago, 
and one of the country’s pioneer perfumers, died at his 
home in that city May 7 at the age of eighty-eight. He 
was the active head of his company until about four 
years ago when he retired and was succeeded by his 
daughter, Mrs. Jeanette 
Blocki Petersen. 

Born in Prussia in 1845, 
Mr. Block: started his long 
career in the drug business 
fourteen years later as an 
apprentice at Sheboygan, 
Wis. At the age of twenty 
he entered business for 
himself as a member of 
the wholesale drug firm of 
Blocki, Dietzsche & Co. 
This company prospered 
until the great fire of 1871 
when it was burned out, 
only to be promptly re- 
opened in the only busi- 
ness building to escape the fire. 





THE LatTr 
JoHN BLockI 


In 1895, John Blocki & Son was organized to manu- 
facture perfumes and cosmetics, and upon the death of 
Mr. Blocki’s son, Fred Blocki, it was reorganized as 
John Blocki, Inc. 

Interested in co-operative work for the benefit of the 
industry throughout his career, Mr. Blocki was a charter 
member and officer of a number of pharmaceutical and 
perfume organizations. He was a charter member and 
the first vice-president of the Manufacturing Perfumers’ 
Association, now Associated Manufacturers of Toilet 
Articles, and was also a charter member and first secre- 
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tary of the Veteran Druggists Association. He was also 
an honorary member of the Chicago Perfumery, Soap & 
Extract Association. 

Funeral services were attended by a large delegation 
of Mr. Blocki’s friends and acquaintances in the trade. 
Surviving is his daughter, who will continue as active 
head of the business, a position which she has held since 
1930. 


William Cooper Procter 


Col. William Cooper Procter, chairman of the board 
of directors of Procter & Gamble Co., Cincinnati, died 
in that city May 2 at the age of 71. Col. Procter was 
born in Glendale, Ohio, August 25, 1862, a son of 
William A. and Charlotte E. Jackson Procter, and grand- 
son of William Procter, founder of Procter & Gamble 
Co. He was educated in the Glendale Public school 
and Hughes High school of Cincinnati, taking a degree 
of B.S. from Princeton in 1882. He was honored with 
the degree of LL.D., from the University of Cincinnati 
in 1923 and from Kenyon 
College in 1925. 

Leaving college, he went 
to work in his father’s 
business starting in the 
plant and working through 
all departments of the fac- 
tory and office. In 1890 
he became general manager 
and upon the death of his 
father in 1907 was chosen 
president. Since 1930 he 
has been chairman of the 
board. 





As soon as he entered 
the business in an official 
capacity he began to apply 
certain principles of industrial relations for which he 
later became famous. These included the first Saturday 
half-holiday for industrial workers, the profit sharing 
plan which has been a model for many similar enter- 
prises, a pension and benefit plan for employees, repre- 
sentation of employees on the board of directors and the 
guaranteed all year round employment which has re- 
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Wm. Cooper PROCTER 


ceived special attention during the depression. 

Under Col. Procter’s control, the expansion of his 
company was phenomenal. When he became president, 
there were only two plants, one in Cincinnati and one 
in Kansas City. At his death, in addition to the two 
mentioned, the company operated plants in New York, 
Macon, Ga., Hamilton, Ont., Dallas, Texas, Baltimore, 
Md., Long Beach, Calif., and a second plant in Cin- 
cinnati obtained through purchase of the old Globe 
Soap Co., and also the former Jas. S. Kirk plant in 
Chicago, the former Thos. Hedley & Co. plant at New- 
castle, England, and the cooking fat plant of the Ports- 
mouth Cotton Oil Refining Co., Portsmouth, Va. 

Col. Procter was long noted for his interest in civic 
and philanthropic matters and served on the boards of 
numerous institutions devoted to education, art and 
charity. He was a trustee of Princeton University. 

An ardent golfer, he for years held the course record 
for eighteen holes in one hour on a Cincinnati links, and 
on another course made a record of playing ninety-nine 
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holes in one day, traveling nearly twenty-five miles in 
that effort. 

He was a member of Christ Church, Glendale, and 
of the Princeton and University Clubs and the Ohio 
Society of New York; the Queen City, Cincinnati Com- 
mercial, University, Country, Tennis, Riding, Camargo 
Country, Winous Shooting and Hamilton County and 
Wyoming Golf Clubs of Cincinnati. 

He leaves his widow, formerly Miss Jane Eliza John- 
son, whom he married in 1889. Funeral services were 
held May 4 in Christ Church and burial was in the 


Procter family plot in Glendale. 


Marie J. Riebe 


Mme. Marie J. Riebe, fifty-seven years old, owner of 
the Riebe Soap & Chemical Works, Seattle, Wash., com- 
mitted suicide in her home recently, after removing her 
pet canary from the room which was to be her lethal 
chamber. The canary was found singing beautifully 
in another room where it had been taken, and a note 
was found directing the finder to the body. The owner 
of the soap and chemical plant of the Puget Sound 
metropolis had been grieving over the death of her hus- 
band, who died a year ago, and was on the verge of a 
nervous breakdown, according to her son-in-law, W. A. 
Morfitt. She left notes in sealed envelopes to relatives 
and friends. 


W. Homer Robinson 


W. Homer Robinson, credit manager and a member 
of the board of directors of Nelson, Baker & Co., 
Detroit, was instantly killed in an automobile accident 
May 3. The car was driven by E. T. Jones, sales man- 
ager of the same company, and the two men were re- 
turning from a business trip to Alpena. A front tire 
blew out and the car plunged into a large tree. Mr. 
Jones suffered serious injuries about the face and scalp. 
Mr. Robinson was buried May 5. He leaves a wife, 
Mrs. Rose Robinson, and a daughter, Helen, 16 years old. 
They lived at 3324 Hogarth avenue, Detroit. Mr. 
Robinson was connected with Nelson, Baker & Co. for 
over 25 years. 


Mrs. Josephine Kiefer Mayer 


Mrs. Josephine Kiefer Mayer, widow of Charles 
Mayer, founder of Charles Mayer & Co., and mother 
of A. Kiefer Mayer and Edward L. Mayer, vice- 
presidents of the Kiefer-Stewart Co., wholesale drug- 
gist, Indianapolis, died April 11 in a hospital in that 
city after a brief illness. A member of an old Indiana 
family, Mrs. Mayer was the daughter of Augustus 
Kiefer, founder of the A. Kiefer Drug Co., now the 
Kiefer-Stewart Co. She leaves three sons, Charles, 
A. Kiefer and Edward L. Mayer, and three grand- 
daughters. 


Harvey H. Robinson 


Harvey H. Robinson, president of the Henry A. 
Gilpin Drug Co., Baltimore, died in that city March 30 
at the age of 63. Mr. Robinson was born in Sharp- 
town, Md., but lived most of his life in Baltimore. He 
became a director and treasurer of the Gilpin company 
in 1903 and was elected president in 1915. He leaves 
a widow and two daughters. 
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John C. Robinson 


John C. Robinson, familiarly known in the drug trade 
as ““Uncle John” and for many years connected with 
the old firm of Powers & Weightman and their suc- 
cessors, Powers, Weightman & Rosengarten, and later 
Merck & Co., died at his home in Dallas, Texas, April 
25. Mr. Robinson entered the wholesale drug business 
with Wm. B. Whiteside, of Baltimore, in 1875, later 
connecting with W. H. Brown & Bros., of the same city. 
He joined Powers & Weightman several years later as 
travelling representative, and in 1927 became associated 
with Merck & Co., Rahway, N. J., successors to the 
business. He was for many years active in the N.W. 
D.A., and an enthusiastic attendant at its annual con- 
ventions. Ill health forced him to relinquish active du- 
ties a short time ago, at which time he was covering 
Southern territory for his house. 


George Chatfield 


George Chatfield, for many years head of the Aroma- 
nilla Co., New York, manufacturer of flavoring ex- 
tracts, died at Mountainside Hospital, Glen Ridge, N. J., 
April 26 at the age of sixty-five. Mr. Chatfield was 
long active in the flavoring extract business. He was a 
member of the Glen Ridge Country Club and the Glen 
Ridge Men’s Club. He leaves a widow and two brothers, 
Augustus and Ambrose Chatfield, both of New York. 


Frank A. Callen 


Frank A. Callen, of Frederick Stearns & Co., Detroit, 
died in that city April 17. He was formerly a retail 
druggist in Detroit, and had two stores there. In re- 
cent years, he had been exclusively with Stearns. Mr. 
Callen leaves his widow, Alta Callen, and four children, 
Francis, Alice, Virginia, and John. Burial was in Holy 
Sepulchre Cemetery, Detroit. 


Antoine Vial 


We record with regret the recent death in France of 
Antoine Vial who was long associated with the perfume 
industry. Mr. Vial was noted for the technical work 
which he had done on numerous products, especially 
orange flowers and lavender. He was the inventor of 
several machines which are used in the floral products 
industry. 


Gen. Herman A. Metz 


Gen. Herman A. Metz, for many years one of the 
most prominent figures in the drug and chemical in- 
dustry, died in the New Rochelle, N. Y., Hospital May 
16 at the age of sixty-six. Gen. Metz was born in New 
York City and was educated in the public schools. At 
the age of fourteen he entered the employ of P. Schulze- 
Berge, Sr., then representative for leading German chem- 
ical houses. He rose rapidly in the business and later 
organized several companies in the field, including Gen- 
eral Dyestuff Corp., H. A. Metz Laboratories, Advance 
Solvents & Chemical Corp. and several others. He was 
formerly Comptroller of New York City and served 
several terms in Congress. He leaves a widow and four 


sons, Harry, Richard, Donald and Eugene Metz. 
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Alaska Improves as Cosmetic Market 


Unprecedented sales outlets are reflected in the cur- 
rent migration of miners and minerettes to Alaska, espe- 
cially the large number of women traveling to the 
Northland with their mates this Spring. It seems to 
the casual observer at Seattle, ““The Gateway of Alaska”, 
that America is on the move this April to the last and 
“final frontier”; and a check of shipping shows that 
boats, packed with men and women miners, mostly with 
grubstakes of their own, are going up to the “American 
attic.” 

Everywhere there is being reflected an upturn in 
Alaskan trade. Tonnage is increasing by leaps and 
bounds this Spring at Seattle, although exports to Alaska 
were up last year from the Puget Sound port. In fact, 
the present rush is overshadowing in importance and 
intensity that of the ’98 era. And this time the women 
are going along. 

That cosmetics, toiletries, perfumes and every allied 
line will follow in the wake of the new trek to the 
Northland is inevitable, and new sales outlets will be 
developed this Spring by alert travelers for the most 
progressive American houses, participating in the awak- 
ening of this “white spot” in the latest sales charts of 
the nation. 

In some lines of business there are increases of from 
25 to 50 per cent reported this Spring. From key or 
basic industries for consumers, furnishing daily essen- 
tials, it is strikingly observed that there are considerably 
more people in Alaska than hitherto, and that the new 
population is in a stronger financial position than ever 
before. 


Bristol-Myers Quarterly Report 


Bristol-Myers Co., New York, reports consolidated 
net income, after all charges, for the three months ended 
March 31, 1934, of $669,213, equivalent to 95 cents 
per share on the 700,280 shares of $5 par value com- 
mon stock to be outstanding upon completion of the 
exchange of Drug, Inc., still in the hands of the public. 
For the same period last year comparable earnings 
amounted to $598,722, or 85 cents per share on the 
same number of shares. For the 12 months ended 
March 31, 1934, consolidated net earnings were $2,224,- 
224, or $3.18 per share, compared with $2,315,537, or 
$3.31 per share, for the corresponding period last year. 

Directors of the company have declared the regular 
quarterly dividend of 50 cents per share on the common 
stock and an extra dividend of 10 cents a share, both 
payable June 1 to stockholders of record May 10. 


Lectures on Perfumes in Dublin 


W. B. Conyngham, well known British expert, re- 
cently delivered an interesting lecture before the Dublin 
Rotary Club on ‘“‘The Romance of Perfume.” Mr. 
Conyngham outlined the history of perfumes and their 
influence on civilization, and closed with a brief dis- 
cussion of the perfumer’s art. 


Kasdan Returns from Havana 


Nathan Kasdan, president of Majestic Metal Special- 
ties, Inc., New York, has returned from a three weeks’ 
business and pleasure trip to Havana. Mr. Kasdan trav- 
eled on the Morro Castle. 
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Chicago News Notes 


HE Chicago Perfumery, Soap & Extract Associa- 

tion and the Chicago Drug & Chemical Association 
have formed a join Golf Auxiliary and have arranged to 
play five tournaments during the Summer months. The 
season opened May 15 at the Bunker Hill Country Club. 
Elmer Smith, of the American Aniline Products Co., 
will act as chairman for the perfumers, while Harold E. 
Lancaster, of Marshall Field & Co., will act as chairman 
for the Drug & Chemical Association. Each associa- 
tion donates $100 while the members joining the auxil- 
iary donate $3.50 each, and all of the money is used in 
purchasing prizes for the lucky winners. Guest prizes 
are also provided, which encourages the members to in- 
vite their friends to participate, and the tournaments are 
securing quite some reputation throughout the country, 
not only for the large number of players that turn out 
for each game, but also for the good times that are pro- 
vided. The par shooters have nothing on the 125 play- 
ers, as three classes are arranged, with a liberal handicap 
system which allows an even chance for everybody for 
the prizes. 


Trade to Close Saturdays 


The Chicago Perfumery, Soap & Extract Association, 
canvassed the various supply houses in Chicago relative 
to closing all day on Saturdays, in order to maintain the 
spirit of the National Industrial Recovery Act. After 
a discussion at an open meeting all of the Chicago firms 
agreed to close their offices and factories all day on Sat- 
urday, and a signed letter agreeing to the above was 
received from the following houses: W. J. Bush & Co., 
Dodge & Olcott Co., P. R. Dreyer, Inc., A. C. Drury & 
Co., Felton Chemical Co., Inc., Fritzsche Brothers, Inc., 
Givaudan-Delawanna, Inc., Walter H. Jelly & Co., E. I. 
du Pont de Nemours & Co., Lanvoix Chemical Co., 
George Lueders & Co., Magnus, Mabee & Reynard, Inc., 
Monsanto Chemical Co., Neumann-Buslee & Wolfe, Inc., 
Norda Essential Oil & Chemical Co., Orbis Products 
Trading Co., Polak’s Frutal Works, Riviera Products 
Co., Roure-Bertrand Fils & Justin Dupont, Inc., Wm. 
G. Sibbach & Co., Wm. H. Schutte Co., Inc., Ungerer 
& Co., van Ameringen-Haebler, Inc., Albert Verley, 
Inc., Innis, Speiden & Co., Pfaltz & Bauer, Inc. 


Wrisley Plant Addition Completed 


Allen B. Wrisley Co. has just completed the second 
addition to its plant at 6801 West 65th street, and 
manufacturing operations were started immediately. The 
new addition will be used principally for the manu- 
facture of soap, and will contain new boiling kettles 
and drying machines. 


Wolfe Back from California 


J. Emmett Wolfe, of Neumann-Buslee & Wolfe, Inc., 
returned to Chicago after a six months’ vacation in 
California. While it is difficult to place the credit to 
the warm climate on the coast, the excitement of Holly- 
wood, or to the cuisine at Cocoanut Grove, it is a pleas- 
ure to mention that Emmett returned to Chicago a pic- 
ture of health, and will soon be calling on his many 
friends in the trade. A feature of the homecoming 
reception extended to him was a luncheon party 
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arranged by Mr. Neumann at Jacques French restaurant. 
During the luncheon Emmett told of some of his expe- 
riences on the coast, especially about the “Lady” in 
Hollywood who is famous for inviting her friends to 
“come up and see her sometime.” He also acquired the 
nick-name of “Rolls-Royce Emmett” which will stick to 
him for some time. 


Westlake Back from Europe 


E. G. Westlake, manager of the sundry department of 
Marshall Field & Co., has returned to Chicago after 
spending several months in England, Germany, France 
and Switzerland. 





Circulars, Price Lists, Etc. 
Phoenix Metal Cap Co., Chicago, Ill.—‘The 


Flame,” May, 1934.—This contains some interesting 
photographs of the packages for miscellaneous products, 
including cosmetics, which were awarded honorable 
mention in the recent contest conducted by Modern 
Packaging. All of these packages were sealed with 
caps manufactured by this company. 

“The Candle,” May, 1934.—This is an interesting 
booklet published by the Giles Can Co., a division of the 
Phoenix Metal Cap Co. 


Givaudan-Delawanna, Inc., New York.—The 
Givaudanian,” April, 1934.—The first anniversary 
number of the house organ contains a number of inter- 
esting comments from readers. Also included is an 
interesting article regarding the manufacture by the 
Japanese of the derivatives of brown camphor oil which 
they formerly exported to the United States for refine- 
ment and use by the soap industry. 


H. A. Johnson Co., Boston, Mass.—Price List 
and Flavor Chart.—This is the most recent listing of 
prices on flavors manufactured by the company. Inter- 
esting charts giving the proper proportions of flavors 
to other ingredients for ice cream and cake are also 
shown. 


Chemist & Druggist, London, England.—Dvary. 
—This regular annual diary is published by our 
British contemporary. It contains a mass of informa- 
tion on legislation, regulations, formulas, trade marks, 
etc., and has a considerably large amount of advertising 
which serves as a most complete buyers’ guide. 


Innis, Speiden & Co., Inc., New York.—Bulle- 
tin.—We have received the company’s regular bulletin 
which now lists only the industrial chemicals and allied 
products offered by the company. Current prices may 
be obtained from the company’s offices. 


Bakelite Corp., Bound Brook, N. J.—Bakelite 
Review,” April, 1934.—This is an interesting presenta- 
tion of the miscellany of uses for “Bakelite” in the 
worlds of fashion, furniture, building, mechanics, etc. 


Martha Matilda Harper, Inc., Rochester, N. Y. 
—"Harper Method Progress” for May—As usual this 
little magazine is replete with material of interest to the 
hairdresser and beauty shop owner. 
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Fritsche Brothers, Inc., New York.—Price Lis/, 
May, 1934.—This is the company’s regular listing of 
wholesale prices on flower essences, aromatic chemical 
preparations, colors, flavors, perfume bases, floral waters 
and sundries. 


Neumann-Buslee & Wolfe, Inc., Chicago.— 
Price List.—We have received the regular monthly price 
list of essential oils and other materials for the soap, 
cosmetic and flavor trade. Featured this month are 
special seasonal products for bottlers. 


General Plastics, Inc., North Tonawanda, N. Y. 
—Photograph of New and Old Mary T. Goldman Pack- 
ages.—The company has sent us the attractive photo- 
graph, reproduced herewith, showing the new and old 
packages for Mary T. Goldman’s “Gray Hair Color 





Restorer.” The new package includes a powder vial 
instead of the former paper package, a new bottle, a 
simplified label and a handsome cap of “Durez”. 
““Durez Molding Compounds.”—This handsome and 
profusely illustrated folder describes ‘‘Durez’’ molding 
compounds and their use in many industries. The cen- 
ter spread of two pages is devoted to a diagramatic show- 
ing of the advantages of these compounds and also their 
limitations. Another two-page spread lists and de- 
scribes the properties of the compounds. Numerous 
illustrations show products in which the compounds are 
used. Also received are copies of the current ‘Closure 
News” and a handsome circular on “Durez” packages. 


Florasynth Laboratories, Inc., New York.— 
Wholesale Price List for May-June.—This price list 
gives quotations and much interesting information re- 
garding essential oils, aromatic chemicals and various 
specialties which the company manufactures. It is ex- 
cellently arranged and, aside from the price features, is 
of considerable value to perfumers as a reference work. 
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Felton Chemical Co., Brooklyn, N. Y. — Booklet 
on “Solvohols.”—The company has just issued a very 
comprehensive booklet on “Solvohols”, non-alcoholic sol- 
vents. These are “odorless, tasteless, non-toxic solvents, 
which, due to the high price of alcohol, are coming 
into increasing use in the preparation of vanillas, lemon, 
orange and other flavors.” A number of valuable for- 
mulas are given in the booklet, which will be furnished 
on request. 


Owens-Illinois Glass Co., Toledo, Ohio. —Photo- 
graph of “Nyal” Packages.—The company has sent us 
the accompanying picture of the new glass bottles 
adopted for several preparations of the Nyal Co., 





(Frederick Stearns & Co.) Detroit. They are handy in 
size and the corrugations on the sides form an excellent 
protective device against slipping. In addition dealers 
should welcome the ample display qualities of the new 
containers. 


First Machinery Corp., New York.—Mailing 
Piece-—This company has sent out an interesting mail- 
ing piece, addressed to the production executive, listing 
a large amount of used machinery now available for 
manufacturers in the cosmetic field. 


duPont Cellophane Co., New York.—‘Cello- 
phane” Prices—The company has announced to the 
trade a reduction in the prices of both plain ‘‘Cello- 
phane” and “Moistureproof Cellophane” due to econ- 
omies in costs incident to increased output. 


Sylvania Industrial Corp., New York.—Reduc- 
tion in price of “Sylphrap”.—A reduction in the price 
of “Sylphrap” the transparent wrapping material of the 
company has been announced in an interesting circular. 


% 


Magnus, Mabee & Reynard, Inc., New York. 
—Price List, May & June, 1934.—This is the most re- 
cent listing of prices on essential oils, aromatic chemicals, 
certified colors, flavoring materials, basic perfuming 
products and sundries offered by the company. 
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Book Reviews 


Research on Bergamot Oil 


BERGAMOT O1_—A Dissertation, by Donald P. Mossman, 
117 pages. Columbia University, New York. 


1934. 


This monograph on bergamot oil gives an excellent 
and comprehensive account of the history, geographical 
distribution, methods of production, and trade and com- 
merce of this important oil. This is followed by a 
chapter on the composition of the oil and one on the 
standards of the physical and chemical characteristics. 

In this chapter six different authorities are cited 
giving the limiting values for the different constants. 
However, it is rather strange that the National Dis- 
pensatory has not been quoted since it contains the only 
legal standard for bergamot oil under the Food & Drugs 
Act. 

The remaining chapters deal with the methods of 
analysis, adulteration, and methods for its detection. 
A thorough review of past methods of analysis is given, 
together with the adulterants used in the past. 

A qualitative method for detecting some of the acids 
left after saponification of the adulterant esters, is 
given based on reaction with lead nitrate and ferric 
chloride. 

The author proposes a method for determining the 
non-volatile residue, acidity, water solube volatile es- 
ters, esters, and the separation of the acids mentioned 
above on one sample of 56 g. This sample is distilled 
under vacuum in a special apparatus under regulated 
conditions. The residue from the distillation gives the 
non-volatile residue. The distillate is titrated for acid- 
ity, then the water soluble esters are determined and 
finally the esters. In this operation 100 cc. of 2N 
NaOH is required, since 18 g. of ester may be present, 
a rather large analytical sample. 

In the detection of adulterants only the ester type 
of adulterant is given detailed consideration. The 
presence of water soluble and water insoluble ester ad- 
ditions are shown by the author’s method without the 
exact identification of the ester added. In commercial 
practice the amount and identity of the adulterant 
ester is required. If specific identity tests for the acids 
and alcohols, commonly found in the esters frequently 
used as adulterants, were included, it would add ma- 
terially to the value of the article. 


Harvey A. Seit, Pu.D. 


Blonde or Brunette? 


Hair Dyes aNnp Hair Dyerne, by H. Stanley Red- 
grove and Gilbert A. Foan. William Heinemann 
(Medical Books), Ltd., London, 1934. Price 7s. 6d. 


All the external evidence indicates that this book is a 
revision of the authors’ Blonde or Brunette? (Heine- 
mann, 1929), but this is mere camouflage. The changes 
stop abruptly at the title page and with the exception 
of a ten-page appendix, this second edition is just a 
reprinting of the earlier work. 


Which is really too bad. Granted that Blonde or 
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Brunette? may have been the best book of its kind pub- 
lished in England, it presented—so, its new title not- 
withstanding, Hair Dyes and Hair Dyeing still presents 
—no more than a cross section of one branch of the 
cosmetic business as it existed in England in 1929. 

For those not already familiar with the book: it is 
planned to give a complete survey of useful informa- 
tion about the hair, the composition and reactions of 
hair preparations (principally dyes), the methods of 
applying various kinds of dyes, and what is known 
about grayness. As the collaboration of a scientific or 
professional person with a so-called “practical” man 
engaged in a trade, it suffers from the shortcomings com- 
mon to most books of this type: good, sound informa- 
tion where the scientist (here, a chemist) presents his 
own matter, but hazy and often unsound where he 
draws from or turns the writing over to the hairdresser; 
changes in style on which the reader mentally stubs 
his toe; and a shifting editorial point of view which 
seems to demand an apology now and then to the pro- 
fessional, or the trade, or the lay reader. 

Mr. Redgrove’s knowledge of the chemistry of cos- 
metics is unquestionably of a very high order. The sec- 
tions on the nature and reactions of henna, chamomile, 
and the other vegetable colorings (easily recognizable 
as pure, unadulterated Redgrove!) give quite the best 
and most comprehensive information that has appeared 
anywhere; especially interesting and commendable is 
the discussion of the new idea of chamomile packs, in 
the appendix. Metallic dyes are used in England far 
more than here, so considerable space is devoted to them, 
and to the rasticks (compound hennas); the aniline 
dyes are treated with becoming awe but perhaps not so 
much understanding as they deserve. 

But in the application of these colorings in practical 
beauty shop work, many hoary myths are perpetuated 
and passed on as arbitrary dicta; anyone familiar with 
hair dyeing must meet annoying, challenging statements 
all through the book. Among my personal reactions, 
for instance, everything becomes a red blur when I read 
that henna is just a “color tonic” that is “positively 
beneficial” to the texture of the hair, (p. 71), and I 
gnash my teeth when I find kohl and hydrogen peroxide 
classed with hair dyes (p. 92), even provisionally or on 
whatever excuse! With the splendid facilities that Mr. 
Foan must have available for first hand clinical work, 
the truth about some of these always accepted trade 
mysteries about hair and its reactions is too easily ascer- 
tainable; but possibly Mr. Redgrove does not know 
enough about the practical work himself to check his 
collaborator. 

The appendix gives some notes on platinum blond- 
ing, on the use of sulfonated fatty alcohols in shampoo- 
ing, later publications on amino-dyes, etc. The bibliog- 
raphy lists several good reference books, but it would 
seem that the authors have not seen many recent publi- 
cations by American investigators; the two that are 
given, Oscar Levin, M.D., and S. Dana Hubbard, M.D., 
are of questionable value because on their practical 
knowledge of cosmetics “it isn’t that they don’t know, 
but they know so much that ain’t so”. 


It seems almost incredible that this art and science 
and business of hair dyeing should have remained static 
in England during these past five years while such 
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marked advances were being made in this country; or 
that so little was done or published that ‘“‘the time 
does not seem to have arrived when a complete revision 
of the book is necessary or desirable”. But this is no 
more surprising than that the authors should have 
neglected this opportunity to correct non-debatable 
errors in construction and typography (the repeated 
mis-spelling of the name of the eminent Dr. Sabouraud 
is inexcusable!), to say nothing of those hazy state- 
ments of fact that surely must have been called to their 
attention by various readers. Because I would have 
this a better book, my best wish is that all this second 
edition will be sold at once so that the authors will 
get down to business and give us at last a decent re- 
vision of Blonde or Brunette? 
FLORENCE E. WALL, F.A.I.C. 


Manual for Copyeditors 


HEADLINES AND DeapLINEs, by Robert E. Garst and 
Theodore Menline Bernstein. 217 Pages. Paper. 
Columbia University Press, New York. 1933. 
Price $2.75. 

This book, in the short space of some 200 pages, 
offers a thorough, comprehensive treatise in the ground- 
work and technique of news editing and headline writ- 
ing. Divided into two parts, “Copy,” and ‘The Head- 
line,” it explains with meticulous detail the copyeditor’s 
job, illustrates the many difficult assignments he faces 
and outlines methods and sets standards to make his 
work easier and ultimately of more value to the news- 
paper reader. 

The work is written in clear, concise style, making 
it easily understandable to the beginner and at the same 
time refreshing to the newspaperman who already has 
gone through the mill. What should prove extremely 
useful to both is the appended “Headline Vocabulary 
of Related Words,” in which the words are grouped by 
their meanings and indexed alphabetically. 

In addition to newspapermen and students of journal- 
ism, the volume merits reading, and study, by adver- 
tising men and copywriters whose work often parallels 
that of the newspaper copyeditor. 

Le 





New Equipment and Installations 


Under this heading appear descriptions of new equip- 
ment and the installation of machinery by our adver- 
tisers. The claims made and the descriptin e matter are 
supplied by them and are not to be considered as an 
endorsement. 


Alsop Engineering Corp., New York.—Neu 
Automatic Bottle Filling Machine.—‘The latest addi- 
tion to the ‘Hy-Speed’ line of liquid handling equipment 
manufactured by the Alsop Engineering Corp. is an 
automatic bottle filling machine. The multiple spout 
unit possesses many revolutionary features in design and 
in method of operation. 

“Among the modern and improved characteristics of 
the new machine are the following: 

“1. All overflow containers, traps, bottles, valves, 
floats, etc., are eliminated. The small amount of excess 
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liquid is delivered directly back to original supply tank. 
“9, A constant vacuum (of any degree) is main- 


“ 


tained at all times, which means faster and more even 
filling. : 

3, Positive “No Drip” automatically sealed filling 
spouts. 

‘4, Filling spouts individually compensated to insure 
even filling of uneven bottles. 

5, Simple adjustment for feeding and filling dif- 
ferent size or shape bottles. 

6. Perfect control of feed in and out of bottles 
with but a finger. 

“7. No counter-weights or balance on synchronized 
filling head. Double action foot control. 


“8. Direct driven, slow speed, pump to stand long 
wear and tear. 

“9, Fast, accurate, easy to run. 

10. Neat and compact in design; rugged and sturdy 
in construction. 

11. An up-to-the-minute modern bottle filling unit 
that sells for a surprisingly low price and operates at a 
very economical cost.” 





New Materials and Supplies 
6 yp pm this heading are published brief descriptions 


of new products developed by our advertisers. The 


claims made for these products are supplied by them 
and are not to be considered as endorsements. 


Phoenix Metal Cap Co., Chicago.—A New Liner. 
—''The company has developed a new liner to use with 
the caps which it manufactures. This is a paper liner 
which the company says is suitable for universal use. It 
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is named ‘Vinylite’ after the material from which it is 
made. ‘Vinylite’ is a synthetic resin, and the liners 
made from it have a clean, white, smooth, uniform 
appearance which is so desirable in sealing foods, drugs 
and cosmetics. It is inert, odorless, resilient and im- 
pervious alike to alkali, acid, alcohol and water.” 


Louis Dejonge & Co., New York.—New Papers. 
—The company has recently issued three new Dejonge 
papers. These are “coated papers with the essential 
qualities necessary for best printing results.” 





New Incorporations 


Breslauer Sales Corp., cosmetics; 200 shares no par 
value stock. Incorporators: Miriam Portman, 300 Sher- 
idan boulevard, Mt. Vernon, N. Y.; Ira F. Weiss, 1497 
Carroll street, Brooklyn; Bernice A. Sonn, 59 West 71st 
street, New York. Filed by Robert Moers, 370 Lexing- 
ton avenue, New York. 

American Beauty Supply Co., Inc., 6 North Illinois 
street, Indianapolis, operate beauty shops; 100 shares 
common no par value stock. Incorporators: Harold I. 
Platt, Etta Platt and Ethel Barnhizer. 

Perma-Seal Products Corp., 4712 North Schofield 
street, Indianapolis, cosmetics and funeral supplies; 1,000 
shares no par value stock. Incorporators: Theodore R. 
Dann, Samuel Krott and Doris Ray. 

Fallis, Inc., 515 Broadway, New York, cosmetics; 200 
shares no par value stock. 

Marie Elizabeth Products Co., 208 North Wells street, 
Chicago, cosmetics, perfumes, etc.; 50 shares no par 
value common stock. Incorporators: Alfred H. McGill, 
Marie E. McGill, Raymond G. McGill. 

French Perfumed Products, Inc., deal in perfumeries, 
powders, creams, etc.; $25,000. Filed at Wilmington, 
Del., by Corporation Trust Co. 

Gimonet Laboratories, Inc., Jersey City, cosmetics; 
1,000 shares no par value stock. Agent: Morris E. Bari- 
son, Jersey City. 

Healox Co., Inc., toilet articles, cosmetics; 100 shares 
no par value stock. Filed by Harry Rolstacher, 274 
Madison avenue, New York. 

Lotion Trading Corp., toilet articles, lotions; 200 
shares no par value stock. Filed by McManus, Ernst & 
Ernst, 170 Broadway, New York. 

Majorie King, Ltd., cosmetics; 100 shares no par value 
stock. Incorporators: Marjorie King, 34 West 73rd 
street, New York; Jessie Rothschild, 615 West 162nd 
street, New York; Evelyn Jones, 89-07 209th street, 
Bellaire, N. Y. Filed by I. Reines Skier, 30 Pine street, 
New York. 

Lawrence Richard Bruce, Inc., cosmetics; $20,000. 
Filed by Irving Bossowick, 1440 Broadway, New York. 

Gueldy, Inc., 6 East 39th street, New York, cos- 
metics; 200 shares no par value stock. 

Lady Eugenia Corp., toilet articles, cosmetics; $5,000. 
Filed by Americus C. Stabile, 41 Park Row, New York. 


Business Record 
Petition Filed Against 
Leigh Chemists, Inc., 511 Fifth avenue, and 351 
West 48th street, New York, by Albert Verley, Inc., 
for $500; John M. Maris Co., Inc., for $595; and 
George Silver Import Co., for $64. 
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DESIDERATA 
By 
Maison G. de Navarre, Ph.C., B.S. 





White Henna 


To many of you this is old stuff. However, there 
are a lot of people who have some idea as to what this 
is, but are not sure. Just to put you straight we tell 
you this: White henna is usually a paste of magnesium 
carbonate, ammonia water and 17 volume hydrogen 
peroxide. This formula varies according to user. Some 
use just ordinary peroxide. Others leave out the perox- 
ide or/and ammonia. Still others add some magnesium 
peroxide to the carbonate, this mixture comprising the 
white henna. Still others add some henna to the bleach- 
ing mixture, to the extent of about 10%. 


Cod Liver Oil for Feet 


To augment the recent article on foot preparations 
(THe AMERICAN PeRFUMER, Feb. 1934) is a bit of 
information published in a contemporary medical jour- 
nal. Cod liver oil is claimed to be an excellent massage 
oil for feet that are tender. The oil should be massaged 
upwards from the sole of the foot. 


Non-Sticky Hair Oil 


Those who have sold hair oil to men at toilet goods 
counters will find that a man always wants an oil that 
is not sticky . nor too highly perfumed. To reduce 
stickiness, there is obtainable a very high grade of de- 
odorized kerosene which can be used to dilute a light 
mineral oil. The kerosene slowly evaporates leaving the 
hair just right. It is a product easily perfumed. 


Deodorant 


For something just a little different, try dissolving 
half the usual amount of aluminum aceto-tartrate in 
diluted lemon juice. After standing for a sufficient 
length of time, filter and tint if desired. The resulting 
product is very efficient as a deodorant, astringent and 
antiseptic. 


Apple Pectin vs. Citrus Pectin 

Pectin is graded in its jellying strength, so that any 
comparison must be made with the same grade of pectin. 
About the only perceptible difference is one of color. 
The solutions have approximately the same viscosity in 
slime form. Apple pectin gives a slightly darker look- 
ing slime that seems a little cloudier than that given 
by citrus pectin. 


Pectin Creams 
About 5% pectin in the regular type of cream causes 
it to absorb a much larger proportion of water. The 


resulting emulsion is oil in water, and can be made 
in any consistency. 
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A.Ph.A. Meets in Washington 
ASHINGTON, May 13.—The American Phar- 


maceutical Association, in convention here dur- 
ing the past week, adopted at its closing session a resolu- 
tion favoring the inclusion of cosmetics in the proposed 
food and drugs bill but opposing the granting of wide 
discretionary authority to the Secretary of Agriculture. 

This resolution was very similar to others adopted by 
a large group of trade organizations. Incidentally, it 
has become quite apparent that there will be NO action 
on the food and drugs bill, once dubbed an ‘Adminis- 
stration measure” by its sponsors, at this session of Con- 
gress. 

The convention also touched on the operation of the 
National Recovery Administration when Dr. Robert L. 
Swain, president of the association, in his opening address 
said the N. R. A. pro- 
gram “is simply the first 
manifestation of forces 
seriously devoted to the 
task of creating a new 
economic system which 
will be more responsive to 
social impulses.” 

At the session on Friday 
evening the association in- 
ducted into office Robert 
P. Fischelis, of Trenton, 
secretary of the State 
Board of Pharmacy in 
New Jersey, as president. 
Dr. Fischelis had been 
nominated at the conven- 
tion held last year and had been elected by mail ballots, 
the means of balloting also used to elect one new first 


Dr. Rospert P. FiscHe is 


vice-president, one new second vice-president and three 
new members of the Council. The other officers are 
elected by direct vote at the convention. The new offi- 
cers in addition to Dr. Fischelis are: 


George D. Beal, of the Mellon Institute, first vice- 
president; Oscar Rennebohm, of Madison, Wis., second 
vice-president; H. A. B. Dunning, of Baltimore; S. L. 
Hilton, of Washington, and W. B. Philip, of Washing- 
ton, members of the council; Dr. E. F. Kelly, of Wash- 
ington, secretary; C. H. Holton, of Essex Falls, N. J., 
treasurer; Rowland Jones, chairman of the house of 
delegates of the association, and S. A. Williams, vice- 
chairman of the house. 


Among a long list of members nominated for the 
ofices on which mail ballots will be exchanged in the 
coming year were three nominated for the office of presi- 
dent, who will be installed one year from now, as 
follows: P. H. Costelli, of North Dakota; A. Zieffle, of 
Oregon, and F. E. Mortensen, of California. 

The association voted to hold its next convention at 
Portland, Ore. 


The convention here also was marked by the dedica- 
tion of the American Institute of Pharmacy, a beautiful 
marble building which will be permanent Washington 
headquarters. Dr. Swain invited the American Associa- 
tion of Colleges of Pharmacy and the National Associa- 
tion of Boards of Pharmacy also to make their head- 
quarters in this building. 
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Canadian News and Notes 


ANUFACTURERS of tooth pastes and mouth 

washes were heartily commended on the merits 

of their products and for the splendid work 
they are doing in the interests of general health by Dr. 
Fred R. Conboy, Director of Dental Services of Ontario, 
at the luncheon meeting of the Canadian Association of 
Perfumers & Manufacturers of Toilet Articles at the 
Royal York hotel, Toronto, April 30. Dr. Conboy 
enumerated some of the mouth diseases that are detri- 
mental to general health and stated that his department 
is working towards the end of getting children to the 
dentist early. Proper diet, he added, had a good deal 
to do with the problem of health and, of course, proper 
mouth cleansing. The manufacturers of tooth pastes 
and mouth washes were, he declared, turning out prod- 
ucts of merit and were doing their part in the cam- 
paign to promote health. Information on the care of 
the teeth was being disseminated through school teachers 
and booklets in the schools and dentists are lecturing 
continuously. In closing he announced that a mouth 
health rally would be held at the Royal York hotel 
during the dentists’ convention May 21, 22 and 23. 

The April 30 meeting is the last that will be held 
under the 1933-34 officers, the association’s election be- 
ing scheduled to be held at the Seigniory Club, Lucerne, 
Quebec, June § and 6. Following the introduction of 
the guests of the day and the usual courteous welcome 
by president J. R. Kennedy, who occupied the chair, 
the names of four new members were announced: Ed. 
Olstad, of Lavoris Chemical Co.; J. M. Shaw, of Nox- 
zema Chemical Co.; H. R. Shehan, of Wildroot Co., 
Fort Erie; and A. R. Samuels, of Potter & Moore, 
Montreal. The membership of the association now 
stands at 108, of whom 63 are active members and 45 
associate members. 

Disregarding altogether the fact that he himself had 
done the lion’s share of the work during the year, presi- 
dent Kennedy thanked the officers and members for their 
splendid co-operation, taking in also the executive com- 
mittee (L. Linton, A. R. Poole, T. A. McGillivray and 
“General” Johnston), the luncheon committee (Messrs. 
Catto, Walter Campbell, Jack Deegan, Alex Burns, Bob 
Dixon and Ted Reed), Bill Moffatt, Editor of Drug 
Merchandising and Canadian Representative of THt 
AMERICAN PeRFUMER, Gene Barton and his assistants 
and the bowling committee, made up of Alex. Burns, 
Fin Wilson and Maywood. 

Bob Dixon, bowling champion for the season, was 
presented by George Kaestner with the Stanley Coon 
bowling trophy, and Alex Burns and Fin Wilson pre- 
sented the prizes for the last bowling evening to George 
Kaestner, for the high aggregate of 739, and to J. W. 
Patterson for the high single of 245. With 445 Walter 
Campbell qualified for the low score. Gene Barton led 
the sing-song and Jack Deegan then brought on his 
Russian Trio, well-known radio stars, who rendered 
several stirring selections. 

George A. Evans, professor of chemistry at the On- 
tario College of Pharmacy for about 20 years and now 
associated with the United Drug Co., presented the 
speaker of the day, Dr. H. B. Speakman, Director of 
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the Ontario Research Foundation, whom he character- 
ized as outstanding among the few real research experts 
in Canada. 

“Dr. Speakman” said Prof. Evans, ‘‘obtained the de- 
gree of Bachelor of Science from the University of 
Manchester, graduating in 1913 with first-class honors, 
and in 1923 was awarded the degree of Doctor of 
Science. He was a Robert Platt Research Scholar and 
specialized in the field of bacteriology. In 1919 the 
doctor was appointed Director of Research in Zymology, 
the science of fermentation, in the University of To- 
ronto, which position he held until 1928 when he was 
asked to undertake the organization and direction of 
the newly-created Ontario Research Foundation.” 

Dr. Speakman stated that he had accepted Mr. Ken- 
nedy’s invitation to speak because he owed him a deep 
debt of gratitude. In connection with his work he had 
called on Mr. Kennedy at the United Drug Co. and 
had spent a couple of very pleasant hours with him. 

“Few men” continued the speaker, “have such an 
artistic appreciation of their work as Mr. Kennedy and 
I am glad to see that this association thinks almost as 
much of its president as I do myself.” 

In the course of his address, which was of a general 
nature, Dr. Speakman told of the great experiments that 
had come from insignificant laboratories. He outlined 
the progress that had been made in medical science and, 
referring to the University of Toronto, stated that there 
are today thousands of men and women living who 
would now be in their graves were it not for Dr. Bant- 
ing’s discovery of insulin. 

A. P. Taylor, dean of the perfume industry, thanked 
the speaker and Mr. Kennedy wound up the meeting 
with an invitation to all to attend the convention in the 
Seigniory Club at Lucerne on June 5 and 6. 

With the president and Dr. Speakman at the head 
table were Dr. Conboy, T. A. McGillivray, A. R. Poole, 
Prof. Evans, A. P. Taylor, and W. C. A. Moffatt. 


Crystal’s New Display Units 

Crystal Products Co., Ltd., of Canada, Montreal, is 
announcing a set of new and powerful open display 
units for “Outdoor Girl” face powder, rouge and lip- 
stick. Dealers are urged to cash in on the many thou- 
sands of users who are ready to buy the larger, more 
economical packages. 


Hinze Canadian Price Lowered 


An important announcement has recently been made 
of price reductions on ‘Hinze Ambrosia,” both to the 
consumer and to the trade. This, it is believed, will have 
a distinct stimulating effect on sales of this product. 
The company is at present commencing an extensive 
advertising drive in the Spring numbers of a large list 
of magazines circulating in Canada and the United 
States. ‘“‘Hinze Ambrosia” products are distributed in 
Canada by Wellman Sales, Ltd., and Mr. Wellman ex- 
presses himself as optimistic that the new price reduction 
will popularize this product more than ever with the 
Canadian public. 
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Coming Canadian Conventions 


With the fine Summer weather here at last, the mem- 
bers of the drug trade are looking forward to a number 
of conventions to be held in the near future. Among 
them will be the following: 

Association of Canadian Perfumers & Manufac- 
turers of Toilet Articles, June 5 and 6 at Lucerne-in- 
Quebec; 

The Alberta Pharmaceutical Association, June 11 and 
12 at Edmonton, Alberta; 

Ontario Retail Druggists Association, June 18, 19 
and 20 at Windsor, Ont.; 

Nova Scotia Retail Druggists Association, June 26 
and 27 at New Glasgow, N. S.; 

Saskatchewan Retail Druggists Association, July 10, 
11 and 12 at Prince Albert, Sask.; 

Canadian Pharmaceutical Association, August 6 and 
9 at Saint John, N. B.; 

New Brunswick Association, August 10 at Saint 


John, N. B. 


Pharmo Bowlers Hold Party 


The Pharmo “60” Bowling Club, which was formerly 
the Nyal Bowling Club, held its annual dance and dinner 
at the Parkdale Canoe Club, Toronto. It was announced 
that the committee for the 1934-35 season will be com- 
posed of A. A. Brown, L. M. Budd, A. D. Deverall, 
J. Ragsdale, W. S. A. Hartley, and V. Vernon. Among 
the trophies presented were the Stearns trophy, the 
“Runners-up” trophy, ‘the Toronto Pharmacal trophy, 
the William R. Warner trophy and a number of other 
special prizes. 


Tribute to McLarty 


J. R. Kennedy, president of the Association of Cana- 
dian Perfumers & Manufacturers of Toilet Articles, in 
paying tribute to the late R. W. McLarty said: “Our 
association has suffered a severe loss in the death of 
Mr. Robert McLarty, one of the original promoters of 
this association. Having known him intimately for 43 
years, I speak not only for all the members of this 
association but for myself as well when I say that a 
courageous gentleman has passed on. During the early 
years of his business nothing but hard work and a cour- 
ageous persistence carried him through.” 


Wood Enters Package Sale Field 


G. H. Wood & Co., Ltd., 736 Dundas street, East, 
Toronto, is entering the retail package field and among 
its first offerings is included “Lik-Wid” brand shampoo, 
attractively bottled in 6-ounce, cut-glass type flasks, 
wrapped in cellulose. The shampoo is said to have en- 
joyed a wide bulk sale over a period of many years 
throughout Canada. Earl C. Lane is manager of retail 
sales. 


Robertson Heads Easyshave, Ltd. 


Roy S. Robertson is the new president and general 
manager of Easyshave, Ltd., Toronto, succeeding S. H. 
Lawrence who is looking after the company’s interests 
in England. Mr. Robertson states that in the near fu- 
ture the company intends to enter the United States 
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Canadian Patents and Trade Marks 


HE increasing international trade relations between the United 

States and Canada emphasize the importance of proper patent 

and trade mark protection in both of these countries in order 
that the expansion of business may not be curtailed by legal difh 
culties, 

For the information of our readers, we are maintaining a de- 
partment devoted to patents and trade marks in Canada relating 
to the industries represented by our publication. 

This report is compiled from the official records in the Canadian 
Patent Office. 

All inquiries relating to patents, trade marks, designs, registrations, 
copyrights, etc., should be addressed to 

PATENT AND TRADE Mark DEPARTMENT 
Perfumer Publishing Co., 432 Fourth Ave., New York. 





TRADE Marks 


Fanciful representation of the man in the moon enclosed within 
circle studded with stars. Soaps and detergents. Procter & Gamble 
Co., Cincinnati, O. 

Reproduction of signature and portrait of late Dr. C. H. Michel. 
Toilet preparations. Dr. C. H. Michel & Co., Cleveland, O. 


Trap—E Marks UNver UNrairR CoMPETITION AcT, 1932 


“O.K.” Soap. Procter & Gamble Co., Cincinnati, O. 

“Rado.” Cleaning compounds. Arthur Lonsdale Smith, Toronto, 
Ont. 

“Era-Kreme.” Flavoring extracts, soaps, washing powders. J. A. 
Desy, Ltee., Montreal, Que. 

“Oil of Tulip Wood.” Liquid permanent waving compound. 
W. G. Shelton Co. of Canada, Ltd., Hamilton, Ont. 

“Perstop.”” Liquid deodorant. Feminine Products, Inc, New 
York. 

“Jacquello.” Toilet preparations. Romeo Parent, B. Ph., trad 
ing as Familex Products Co., ENRG., Montreal, Que. 

“Fissan.” Perfumes, soaps. Fissan Export Co., Julius Bloch and 
Sohn, Mainzerlandstrasse 65, Frankfurt-on-Main, Germany. 

A keystone. Flavoring extracts. Boudrias Fréres, Ltee., Montreal, 
Que. 

PATENTS 


340,526. Jar for toilet preparations. Arthur John MclIntyre, 
London, E. 8, England. 

340,685. Collapsible tube closure. Aloysius M. Hennen, Spo- 
kane, Wash. 

340,782. Cosmetic container. International Cosmetic Co., Inc., 
assignee of Charles H. Duell, both of New York City, and 
Douglas C Clarke, Mountain Lakes, N. J., co-inventors. 


market, as it holds U. S. rights on “Easyshave.” Other 
lines handled by this company are Pelova products and 


Campbell soaps. 


Swartz Opens Sales Office 


Walter Swartz has opened an office in Halifax, N. S., 
as a manufacturers’ agent under the name of Walter 
Swartz & Co., and will represent, among other firms, 
Soaps-Perfumes, Ltd., Toronto, whose ‘““Many Flowers” 
cold cream soap is a familiar item in Maritime stores. 
Mr. Swartz has travelled a good deal in the Maritime 
Provinces and is already well known to many in the 
trade there. Previous to opening in Halifax, his head- 
quarters were in Ontario. 


Schade Heads Sterling Organization 


Henry L. Schade has recently been promoted to posi- 
tion of president of Sterling Products, Ltd., Windsor, 
Ont., and its associated and affiliated companies. At 
the annual meeting early in the month, the genial Mr. 
Schade was placed at the head of all Canadian units. 
H. L. Kinnucan was appointed secretary-treasurer. Mr. 
Schade is well known and popular in the drug trade 
which will be glad to hear of his most recent promotion. 
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Patent and Trade Mark Department 


Conducted by Howarp S. NEIMAN 


HIS department is conducted under the general su- 

pervision of Howard S. Neiman, contributing 
editor on patents and trade marks. This report of pat- 
ents, trade marks, designs is compiled from the official 
records of the Patent Office in Washington, D. C. We 
include everything relating to the four co-ordinate 
branches of the essential oil industry, viz.: Perfumes, 
Soaps, Flavoring Extracts and Toilet Preparations. 

Of the trade marks listed those whose numbers are 
preceded by the letter ‘“M” have been granted registra- 
tions under the Act of March 19, 1920. The remainder 


Trade Mark Registrations Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to opposition within thirty days 
after their publication in the Official Gazette of the United States 
Patent Office. It is therefore suggested that our Patent and Trad 
Mark Department be consulted relative to the possibility of an 
opposition proceeding. 

320,679.—Jacquet, Inc., New York. (Aug. 15, 1931.)—Toilet 
preparations, 

326,273.—Zotos Corp., New York. (Feb. 15, 1932.) —Wave- 
setting materials. 

330,914.—Yardley of London, Inc., Union City, N. J. (Sept. 
20, 1932.)—Toilet preparations. 


are those applied for under Act of February 20, 1905, 
and which have been passed to publication. 

Inventions patented are designated by the letter “D.” 

International trade marks granted registration are des- 
ignated by letter ‘“G.” 

All inquiries relating to patents, trade marks, designs, 
registrations, copyrights, etc., should be addressed to 


PATENT AND TRADE MARK DEPARTMENT 


Perfumer Publishing Co., 432 Fourth Avenue 
New York City 


333,578.—Contoure Laboratories, Inc., New York. (Aug., 1932.) 
—Cosmetics and perfume. 

333,865.—Theodore G. Richert, Nutley, N. J. (Aug. 30, 1932.) 

Brushless shaving cream. 

334,152.—Madeleine Vionnet & Cie, Paris, France. (Oct. 8, 
1931.) —Perfumes. 

$37,416.—Chatham Cosmetics & Drugs, Inc., New York. (Oct. 
15, 1929.) —Perfumes and toilet preparations. 

337,714.—R. L. Watkins Co., New York. (Mar. 1, 1933.)— 
Astringent mouth wash. 

338,151, 348,076.—Joubert Cie, Inc., assignor to Blue Waltz, 
Inc., both of New York. (Aug. 10, 1927; Sept. 4, 1931.)— 
Perfumes, and toilet preparations and perfumes, respectively. 





Trade Marks 
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340,231.—Mary Nolan Cosmetics, New York. (June 19, 1933.) 
—Eye preparations. 

340,493.—Jackson Diggs, doing business as P. T. M. Formula 
Co., Los Angeles, Calif. (Nov. 15, 1931.)—Medicated mouth wash 
and toothpaste. 

341,331.—Laboratories Pasteur & Cie “Dentifrice Pasteur,” Paris, 
France. (Apr., 1931.)—Dentifrices. 

341,850.—Yvonne Worth, Newark, N. J. (Dec., 1932.)—Perma- 
nent waving lotion. 

342,743.—Dixie Deb, Inc., doing business as Dovetown, Ltd., 
Harrison, N. J. (Dec. 14, 1932.)—Toilet creams. 

343,003.—Parfums Vionnet, Inc., New York. (July 1, 1933.) 
—Perfume and toilet preparations. 

343,350.—Kennedy Products Co., Kokomo, Ind. (Oct. 5, 1933.) 
—Latherless shaving cream. 

343,408.—Newell Gutradt Co., San Francisco, Calif. (Oct. 23, 
1933.)—Granulated soap. 

343,994.—Hollywood Marvel Products Co., Los Angeles, Calif. 
(July 18, 1928.)—Cosmetics. 

344,292, 348,037, 348,556.—Procter & Gamble Co., Cincinnati, 
O. (Oct. 10, 1933; Aug. 19, 1933; Jan. 15, 1934, respectively.) — 
Hymolalsalt; shaving cream; soap, respectively. 

345,123, 345,124.—Jules V. Riviere Perfumes, Inc., New York. 
(1929.) —Perfumes. 

345,182.—Sylvania Industrial Corp., New York. (Nov. 8, 1933.) 
—Cellulose caps and bands used as closures. 

345,789.—W. T. Rawleigh Co., Freeport, Ill. (June 14, 1909; 
May 18, 1919; Aug. 31, 1931.)—Perfumes, deodorants and anti- 
septics, and perfumed bath salts, in the order given. 

346,213.—R. D. A. Sales Corp., New York. (Sept., 1933.)— 
Toilet preparations. 

346,578.—Friedrich Klein, Berlin-Neukolin, Germany. (Nov. 11, 
1932.)—Hair dyes and bleaching preparations. 

346,640, 347,316, 347,579.—C. E. Jamieson & Co., Detroit, 
Mich. (May 25, 1932; Apr., 1932; May 25, 1932.)—Toilet 
preparations. 

346,716.—James L. Younghusband, Chicago, Ill. (Dec. 10, 193 
—Lipsticks and rouge. 
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347,093.—L. Sonneborn Sons, Inc., New York. (Sept. 14, 1933.) 
—Shampoo. 

347,157.—Parfums Charbert, Inc., New York. (Jan. 6, 1934.) 
—Lipstick and talcum, face and bath powders. 

347,159.—Mah-Ra-Jah Co., Chicago, Ill. (June 18, 1933.) 
Incense. 

347,181.—George Gallowhur, Mount Kisco, N. Y. (Jan. 20, 
1934.)—Sunburn and after shaving lotions. 

347,204.—Virgil Bas, New York. (Feb. 7, 1934.) —Liquid rouges. 

347,337.—Etablissements Rigaud, Inc., New York. (Jan. 21, 
1934.) —Perfumes, toilet water and face powder. 

347,580.—Kool Products Corp., Miami Beach, Fla. (Jan. 8, 
1933.) —Talcum powder. 

347,694.—Heléne K. Pulliam, doing business as Madame Helene, 
New Orleans, La. (1912.)—Toilet preparations. 

347,818.—Revlon Nail Enamel Corp., New York. (Mar. 
1932.)—Nail and toilet preparations. 

347,865.—Maynard, Inc., Chicago, Ill. (Aug. 1, 1933.)—Toilet 
preparations. 

348,007.—Antidolar Mfg. Co., Inc., Springerville, N. Y. (Feb. 
12, 1934.)—Dentifrices and mouth washes. 

348,052.—Tweezaid Co., New York. (Feb. 27, 1934.)—Cos 
metic preparation for use on eyebrows. 

348,075.—Jolind, Inc., New York. (Jan. 5, 1934.)—Toilet 
preparations. 

348,085.—Pepsodent Co., Chicago, Ill. (July 1, 1932, and Jan. 
4, 1934.)—Face cream and hand cream. 

348,089, 348,090.—Parfumerie Roger et Gallet, Société Anonyme, 
Paris, France. (Jan. 20, 1932.)—Toilet preparations, and toilet soaps, 
respectively. 

348,140.—Park & Tilford, New York. (Jan. 5, 1934.) —Perfumes 
and toilet water. 

348,180.—Maculean Co., Ann Arbor, Mich. (Sept. 1, 1933.) — 
Skin bleach. 

348,188.—Parke, Davis & Co., Detroit, Mich. (Jan. 3, 1934.)— 
Toilet preparations. 

348,351.—Ludwik W. Paluszek, Chicago, Ill. (Jan. 19, 1934.) 
—Face cream. 


Patents 
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348,388.—Mary C. Jones, New York. (Feb. 1, 1934.)—Toilet 
preparations. 

348,906.—Beckie Banchefsky, doing business as Zubodent Labs., 
New York. (Feb. 15, 1934.)—Gum astringent and mouth wash. 

348,943, 348,944.—Sargeant Acnoid Pharmaceutical Co., Inc., 
East Orange, N. J. (Jan. 14 and Jan. 4, 1934.)—Preparations 
for the skin. 

349,070, 349,071.—Colgate-Palmolive-Peet Co., Jersey City, N. J. 
(Jan. 1, 1900, for “Palmolive,” Mar. 8, 1934, for drawing.) — 
Toilet soap, and shaving soap, shaving cream and shampoo, re- 


spectively. 


Trade Mark Registrations Granted 
(Act of March 19, 1920) 


These registrations are not subject to opposition: 


M312,866.—Irving Z. Harris, doing business as Dolly Mayson 
Co., Birmingham, Ala. (Feb. 1, 1933. Serial No. 347,981.)— 
Toilet preparations. 


Patents Granted 


Consideration of space prevents our publishing numerous claims 
and specifications connected with these patents. Those interested 
can secure copies of patents by ordering them by number at 10« 
each from Commissioner of Patents, Washington, D. C. 

1,955,175. Dentifrice package. Arliss Isbell Crowther, Holly- 
wood, Calif. 

1,955,295. Lipstick holder. Sherman G. Hickox, Waterbury, 
Conn., assignor to Scovill Manufacturing Co., Waterbury. 

1,955,736. Dental kit. Spry O. Claytor and Joseph Y. Dreison- 
stok, United States Navy. 

1,956,362. Method of preparing food flavors, extracts and 
juices. John B. Rolle, Chicago, Ill., assignor to Garoni Products 
Co., Chicago. 

1,956,500. Collapsible tube cap holder. George R. Fearebay, 
Boston, Mass. 

1,956,558. Paste tube. Bert C. Berry, Long Beach, Calif., as- 
signor to Edwin Kammerer, Long Beach. 

1,956,747. Replaceable closure. Walter E. Richter, Milwaukee, 
Wis. 

1,956,752. Hinged locking cap for collapsible containers. Rob 
ert L. Bedle, Augusta, Ga. 

1,956,764. Closure for containers. Edward A. Johnston, Chi- 
cago, Ill. 

1,956,880. Tube closure valve. Orton B. Stauffer, Berea, Ohio. 

1,956,936. Cosmetic compact. William R. Tuttle and Charles 
W. Stickel, Rochester, N. Y. 

1,956,991. Face powder container. Stanley Lowen, New York, 
N. Y. 

1,957,650. Compact and the like. Holly W. Jeffries and 
Arthur B. Steward, Chicago, IIl. 

1,957,662. Locking device. Simon Morrison, New York, N. Y. 

1,957,918. Process of making sulphur soap. Tomoichiro Tanaka, 
Hongo-Ku, Tokyo, Japan. 

1,958,022. Toothbrush holder for tooth powder cans or con- 
tainers. Maurice E. Sheppard, Camden, N. J. 


Designs Patented 


92,021. Design for a lady’s vanity case. Colette Sachs, Paris, 
France, assignor to Elizabeth Arden Sales Corp., New York. 

92,078. Design for a bottle. Raymond Guerlain, Paris, France, 
assignor to Guerlain Perfumery Corp., Wilmington, Del. 

92,133. Design for a bottle. Caroline G. Humphreys, Forest 
Hills, N. Y. 

92,135. Design for a coliapsible tube. Gordon W. Johnson, 
Kansas City, Mo. 

92,145. Design for a bottle or similar article. Harry D. Kinney, 
New York. 

92,148. Design for a bottle. Stanley J. McGiveran, Toledo, 
Ohio, assignor to Owens-Illinois Glass Co., Toledo. 

92,160. Design for a powder container. Enoch Norris Brown, 
Philadelphia, Pa., assignor to Lentheric Inc., New York. 

92,169. Design for a lipstick case. Charles S$. Gage, Tarry- 
town, N. Y., assignor to Lentheric Inc., New York. 

92,173. Design for a glass bottle. John A. Harvey, Indian- 
apolis, Ind., assignor to Fairmount Glass Works, Inc., Indianapolis. 

92,185. Design for a toilet accessory container. Joseph S. 
Lindemann, New York. 

92,224. Design for a compact or the like. Walter Zipper, 
Vienna, Austria. 
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Are We Satisfied With 1933 Packages? 


(Continued from Page 120) 


a tiny label with only the initials “M-G Paris” but at 
first glance it might be a precious Japanese lacquer box, 
for it has been done with excellent craftsmanship and in 
harmony with ancient oriental art. It is classic and 
very lovely. Made of black glass and decorated in gold. 
When the contents are used up and the label removed it 
will doubtless find a permanent place as a delightful con- 
tainer for pins, rings, stamps, or whatnot—but it will 
never be thrown away and never forgotten! 

Yardley & Co., Ltd., achieved “Fragrance Face Pow- 
der” in 1933 and it, too, is one of the very few pack- 
ages which is so utterly satisfying and elegant that it 
demands a permanent place in packaging for all time. 
The box is silver paper decorated with flowers and leaves 
(and as it happens this design is also inspired by ancient 
art). Gold, pink, green and black are used in such sub- 
tle balance that no one of them dominates. The design 
is full of rhythm and actually conveys a sense of fra- 
grance. The base which projects slightly is of black 
and gold and the name which appears on this page is 
modestly small. Under the base itself is the label. 

Perhaps someone is wondering why I didn’t select 
something with lots of freak angles and unexpected 
splashes of color to illustrate outstanding packages. The 
sort of thing people have been calling “modernistic” 
these past years—a word that makes the shivers creep 
up my spine! ‘Modernistic’’ in that sense isn’t art and 
doesn’t belong on modern packages. It is experimental. 
Let’s call these packages illustrated contemporary be- 
cause they have been created in the present and let 
us strive for contemporary and modern packaging 
whether we find our inspirations in Egyptian perfume 
bottles or Chinese brush holders. Real art when used 
intelligently in an adaptation for packaging is more 
likely to have found its inspiration in the art of an- 
cient countries than anywhere else. The troubled brain 
of an embryonic art form which is only a transition 
from classic back to classic does not hold sound inspira- 
tion for packages. But classic motifs must certainly be 
handled by artists and handled with discrimination and 
intelligence if they are to be appropriate to modern 
packaging. 





Synthetic Organic Group Plans Outing 


The Synthetic Organic Chemical Manufacturers As- 
sociation will hold its annual outing at Skytop Lodge 
in the Pocono Mountains, Pennsylvania, June 6 and 7. 
According to present plans, informal entertainment is 
scheduled for the first day, while in the evening the 
association will hold its annual banquet in conjunction 
with the Manufacturing Chemists Association of the 
United States which will meet at the lodge at the same 
time. The annual golf tournament will be held June 7. 





Credit Men Meet 
The fifteenth anniversary banquet of the National 
Institute of Credit, New York Chapter, is being held 
May 22 at the Hotel New Yorker. Warden Lewis E. 
Lawes of Sing Sing Prison will be the guest speaker at 
this affair. 
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ESSENTIAL OILS 
Almond Bit., per lb. $2.20@ $2.40 
es. ack bas 
Sweet True ..... 
Apricot Kernel .. 
Amber, crude ..... 
rectified ........ 
Ambrette, oz. ..... 
Amyris balsamifera. 
Angelica root ..... 
Rare er ‘ 


Ane, G. &: Pa... 


Araucaria 


Aspic (spike) Span. 

OR cGciee pi aat 
Balsam, Peru ..... 
Balsam, Tolu, oz... 
=r (0z. ) 
NE ee ai eke ewe 
Bergamot ......... 
Birch, sweet N. C.. 

Penn. and Conn.. 


Birchtar, crude 


Birchtar, rectified. . 
Bois de Rose ...... 
eee, W9.. Bs Posiccss 
re 
ST re 
Camphor “white”... 
Cananga, Java native 


rectified 


oO eee 
Cardamon, Ceylon.. 


Cascarilla 


Cassia, 80@85 p. c.. 


rectified, U. S. 


eee 
Cedar wood ....... 
ENG) bbb hs Heme 
NO hse eee epee 
Chamomile ... (0z.) 
Cherry laurel ..... 
Cinnamon, Ceylon... 
Cinnamon, Leaf.... 
Citronella, Ceylon.. 

eee 


Cloves Zanzibar 


OO ee 
rere te 
Coriander ......... 
SDN. ogni sa bie kai e 
SE 6 san we Kab e 
NN i ites thet eas 
Curacoa peels ..... 
CUPCWUMA .....5.2.. 
SL, sinigs eee 
a ee 
RE Gia ang-ccareni a 
Erigeron .......... 
ee ee 


Eucalyptus 


Fennel, Sweet .. . , 
Galbanum ......... 26.00@ 
in ca irae 24, 


Geranium, Rose 
Algerian 


Bourbon ........ 


Spanish 
Turkish 


re ccc’ 
Gingergrass ...... 
Grape Fruit ...... 

BEE: dh cei esas 24.00@ 
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Vo, 


Ne ee De OTe 


—_ 


i) 


1 


oS 


ooo 


Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 
(See last page of Soap Section for Prices of Soap Materials) 


Guaiac (Wood) 


Hemlock .......... 
ORE oi nxasssnQ@ld 
Horsemint ........ 
I a cenor was 


Juniper Berries 


Juniper Wood ..... 


RN iid win ask gules 
Lavender, English.. 3: 

POO dvikvawens 
Lemon, Italian ..... 

ES. iss celbork 0.4 
Lemongrass ....... 
Limes, distilled .... 

expressed ....... 
SAMEOG kk wi ceicas 
Lovage ........... 35.00@ 
Mace, distilled ..... 
PEGRMGATIN .iccccecs 


Marjoram 


RN ah cca a Socal aig 
Mirbane (see Nitrobenzol) 
Mustard, genuine... 

oo | 
ae 
UNE ee ccnxs none 


Neroli, Bigarade, 
Petale, extra 


Spanish 


oo a: 

| Re 
Origanum, Spanish. 
Orris root, con (0z.) 
Orris root, abs. (0z.) 35.00@ 
Orris Liquid ...... 
NN, swine ee wes 
ei re 
Pennyroyal, Amer.. 

i. 
Pepper, black ..... 
Peppermint, natural 

redistilled ...... 
Pettigrain ........ 

PO. i 6:xisasnwee 
POND | kk bs sac 
Pine cones ........ 
Pine needles, Siberia 
Pinus Svlvestris ... 

Pumilionis ...... 
Rhodium, imitation. 
Rose, Bulgaria (o0z.) 
Rosemary, French.. 


eh ho tira 
Sage, Clary ....... é 


Sandalwood, East 


NE a dig S wince 


Australia 


Sassafras, natural. . 

artificial ........ 
Savin, French ..... 
Spearmint ........ 
Snake Root ....... 
IS eo ck kate 
DE. Kawiemanews 


. 55.00@125.00 
. 70.00@150.00 
SED ices » cable 
INWGMIOR once iceces 


Olibanum ......... 
Orange, bitter ..... 
sweet, W. Indian. 
RS, aie ack op aha 


S 


Sot 


Oo ee DOD 
ote S 7 


acovc 


our 
ooco w 
ocoooo 


no 


So DO CO 
WOH 10'S & CO 
coucoouosu 


NON eH DO 


i) 


—_ 
or 


MI Uitaie croldsheck or 2.20@ 
TRAVERS, TOO s.cin sce .60@ 
ME coe vases 90@ 
fo: ee 11.50@ 
MIR, “ecco crcherer 3.75@ 
Vetivert, Bourbon.. 7.00@ 
BO cack soeenas 10.00@ 
East Indian .... 30.00@ 
Wine, heavy ...... 1.40@ 


Wintergreen, S’thern 3.00@ 
Penn. & Conn.... 5.00@ 


Wormseed ........ 2.05@ 
Wormwood ....... 3.25@ 
Ylang-Ylang, Manila 29.00@ 
BOQTDON 2. cccass 5.00@ 
TERPENELESS OILS 
Pe eer 4.00@ 
oe, 6.00@ 
NN DES oie a ena aT 4.00@ 
Coriander ......... 20.00@ 
GOPRMINM §..4650565 8.00@ 
Grapefruit ........ 45.00@ 
Sesquiter’less .... 85.00@ 
EMVORGCY ...6006455 5.50@ 
rs os oe cockcuieai 6.75@ 
BS TS iors wie 50.00@ 
Orange, Sweet .... 78.00@ 90.00 
ON) xasceeres as 90.00@115.00 
Petitgrain ........ 4.00@ 
Rosemary ........ 2.50@ 
Sage, Clary ....... 90.00@ 


Vertivert, Java .... 35.00@ 


Ylang-Ylang ...... 28.00@ 3: 


OLEO-RESINS 


| eee 2.50@ 
Capsicum, U. S. P. 
ME ec SGae accalwiots 2.65@ 
Aleoholic ....... 3.00@ 
EME a's ake hace a 3.25@ 
Ginger, U.S.P. VIII 2.00@ 
Alcoholic ....... 3.25@ 
Cerrar 1.45@ 
Oak Moss ......... 6.00@ 
ee 3.25@ 
TN oie rng dk ey Wie 17.00@ 
PRtCKOO cise ess 16.50@ 
Pepper, black ..... 4.00@ 
Sandalwood ....... 16.00@ 
| ee 5.00@ 
DERIVATIVES AND 
CHEMICALS 
Acetaldehyde 50%.. 2.00@ 
Acetophenone ..... 2.00@ 
Acetyl iso-eugenol.. 9.00@ 
Aieones © &, .6cs ccs 14.00@ 
Re regan gece ree 26.00@ 
Bee acid vracgaeaegts 18.00@ 
RE ht cea ene 30.00@ 
Eg at Gates 14.00@ 
Aldehyde C 8...... 28.00@ 
PA arteries tee eles 45.00@ 
| a een a 30.00@ 
S| a 
is ae Wks eeeenses Ce 


C 14 (so-called)... 15.00@ 

C 16 (so-called)... 17.50@ 
Amyl Acetate ..... .85@ 
Amy] Butyrate .... 1.00@ 
Amyl Cinnamate .. 2.50@ 
Amy] Cinnamic Alde- 

eee 3.90@ 
Amyl Formate .... 1.60@ 
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00 
00 
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Amy] Phenyl Acetate 3.60@ 


Amy! Salicylate -75@ 
Amy! Valerate 2.40@ 
Bee oncom es ss 1.15@ 
Anisic Aldehyde ... 3.35@ 
Benzaldehyde, U.S.P. 1.45@ 

Py ee RR esis tien 1.55@ 
Benzophenone ..... 2.00@ 
Benzyl Acetate .... -70@ 
Benzyl Alcohol .... .95@ 
Benzyl Benzoate ... 1. 05@ 
Benzyl Butyrate ... 5.50@ 
Benzyl Cinnamate .. 700@ 
Benzyl Formate 2.90@ 
Benzyl Iso-eugenol.. 15.00@ 
Butyl Propionate .. 2.00@ 
Benzylidenacetone .. 2.50@ 
ND 5555.65 6-305 1.75@ 
Bornyl Acetate .... 2.00@ 
Bromstyrol ....... 4.00@ 
Butyl Acetate ..... .60@ 
Butyl Propionate 2.00@ 
Butyraldehyde ..... 12.00@ 
CPPOEE 6 i eaccvs nt 1.15@ 
PMU win aioe aero ses 3.25@ 
Cinnamie Acid 4.00@ 


Cinnamic Alcohol .. 3.25@ 
Cinnamic Aldehyde. 2.50@ 
Cinnamy! Acetate .. 10.00@ 
Cinnamyl Butyrate. 12.00@ 
Cinnamyl Formate... 13.00@ 


Crrat Cy Pos cevc 2.50@ 
Citronelial ........ 2.40@ 
Citronellol ........ 2.25@ 
Citronelly] Acetate.. 3.75@ 
Coumarin ......... 3.50@ 
Cuminie Aldehyde... 62.00@ 
Dibutyphthalate .. .30@ 
Diethyphthalate ... 32@ 
Dimethyl 

Anthranilate .... 6.25@ 
Dimethyl Hydroqui- 

i ee 3.75@ 
Dimethylphthalate. . 50@ 
Diphenylmethane 1.75@ 
Diphenyloxide ..... 1.20@ 
Ethyl Acetate ..... .30@ 


Ethyl Anthranilate. 5.50@ 


Ethyl Benzoate .... 1.20@ 
E thyl Butyrate .... 1.00@ 
Ethyl Formate 1.00@ 


Ethyl Cinnamate .. 4.50@ 


Ethyl Propionate 1.40@ 
Ethyl Salicylate 1.15@ 
Ethyl Vanillin 15.00@ 
Eucalyptol ........ .60@ 


WMMONOE. over kcuns 
Geraniol, dom. 

Geranyl Acetate ... 
Geranyl Butyrate .. 


2.60@ 
2.00@ 
2.90@ 
6.00@ 


Geranyl Formate 5.00@ 
Heliotropin, dom. .. 2.10@ 
TORUIED  seweccwss 2.50@ 


Hydratropic Al’hyde 25.00@ 


Hydroxycitronellal. 3.60@ 
Indol, C. P. cian 2.25@ 
os pene e es 2.30@ 
Iso-butyl Acetate 2. aI 5@ 


to 


Iso-butyl Benzoate.. 


Iso-butyl Salicylate. 3. 0@ 
Iso-eugenol ....... 3.50@ 
Is0-8ATPol oo... 0. 1.75@ 
POWMIOON ivi ced beans 1.90@ 


Linalyl Acetate 90% 2.50@ 


Linalyl Benzoate 10.50@ 
Linalyl Formate ... 10.00@ 
Menthol, Japan . 3.00@ 
Synthetic ....... 2.25@ 
Methyl Aceto- 
Phenone ........ 2.20@ 
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1.25 


1.90 
4.00 

"85 
1.50 
2.00 
6.25 
9.00 
3.25 


25.00 


4.00 
2.00 
6.00 
5.00 


6.00 


1.25 


2.50 
2.50 


20.00 


1.00 
3.50 
6.00 
4.00 
8.00 
7.00 
2.40 
27.50 
10.00 
5.00 


3.25 
6.00 
4.50 


bo bo 
~]-] 
ool 


oN 
S on 
ou S 
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Methyl Anthranilate 
Methyl Benzoate ... 
Methyl Cinnamate.. 
Methyl Eugenol 

Methyl Heptenone. . 
Methyl Heptine C’b. 
Methyl Iso-eugenol.. 
Methyl Octine Carb. 
Methyl Paracresol. . 
Methyl Phenylac’tate 


2.50@ 
1.40@ 
3.50@ 
2.90@ 6.75 
3.75@ 6.00 
20.00@ 36.00 
8.50@ 12.50 
24.00@ 32.00 
4.65@ 6.00 
2.65@ 3.00 


aS 


02 


Methyl Salicylate .. 42@ ~~ 50 
Musk Ambrette 6.50@ 7.50 
ME. sca s a vink a 7.50@ 9.50 
PONE 6. cceceses 2.50@ 3.00 


Nerolin (ethyl ester) 1.50@ 1.75 


Nitrobenzol ....... 15@ 
Nonyl! Acetate ..... 48.00@ 
Octyl Acetate ..... 32.00@ 


Paracresol Acetate. 5.25@ 6.00 


Paracresol Methyl 

i ere ee 3.50@ 5.00 
Paracresol Phenyl- 

Acetate ......... 14.00@ 20.00 


Para Cymene. (gal.) 1.25@ 1.65 
Phenylacetaldehyde 


PONG a FR K MR awe 5.00@ _ 7.00 
DEE, Ava wecseds 8.50@ 10.50 


Phenylacetic Acid.. 2.50@ 4.00 
Phenylethyl Acetate. 7.50@ 10.00 
Phenylethyl Alcohol. 4.25@ 4.75 
Phenylethyl But’rate 12.00@ 16.00 
Phenylethyl Formate 18.00@ 
Phenylethyl Pro- 

DIONATE on ccesvs 12.00@ 
Phenylethyl Val’rate 16.00@ 
Phenypropyl Acet.. 8.00@ 11.00 
Phenylpropy! Alc’hol 6.00@ 12.00 
Phenylpropyl Alde- 


Met natal otcrer a 8.00@ 12.00 
Rhodinol ......... 8.00@ 20.00 
a) ee -48@ 53 
Santalyl Acetate .. 22.50@ 


Skatol, C. P...(0z.) 
Styralyl Acetate 
Styralyl Alcohol 


7.00@ 10.00 
20.00@ 
20.00@ 


Terpineol, C. P. ... 36@ .40 
Terpinyl Acetate .. 90@ 1.15 
py .35@ 
PINON <seeawacnwas 1.90@ 2.75 
Vanillin (clove oil). 4.65@ 5.50 
(guaiacol) ...... 4.40@ 5.00 
Vetiveryl Acetate .. 21.00@ 25.00 


Violet Ketone Alpha 5.00@ 10.00 


BE hic cak wal gana 5.50@ 8.00 
PEOGNGE bdiveivnvens 5.25@ 8.00 
Yara Yara (methyl 

OREGED eck cwecunr 1.50@ 1.75 


BEANS 
Para. 


Tonka Beans, 
Angostura 
Vanilla Beans 


115@ 1.40 
2.40@ 2.50 


Mexican, whole . 3.25@ 4.25 
Mexican, cut .... 3.00@ 3.50 
Bourbon, whole .. 2.50@ 3.00 
South American... 2.50@ 3.00 


SUNDRIES AND DRUGS 


PCHOMO 2c ccsccvss 11@ 15 
Alcohol, 190-pf. gal. . 4.12% @4.29% 
Almond meal ...... .21@ 20 
Alum, potash ... 03% @ .03% 
Aluminum chloride. .10@ 

Ambergris ........ 32.50@ Nom. 


Balsam, Copaiba ... 
Peru 


38@ 40 
2.10@ 2.35 


GN 6c eases oat 80@ 1.10 
Fir, Canada, gal.. 9.00@ 12.00 
Oregon ....... 1.25@ 1.50 
Beeswax, white .... .40@ .45 
WO kdecences .24@ .30 


Bismuth sub-nitrate 1.40@ 

Boric Acid, ton..... 105.00@115.00 
Calamine ......<<. 16@ .20 
Calcium, phosphate. .08@ .08% 

Ph’phate, tri-basic .13@ A5 

SEE sxeuckwie a 03%@ .04 
COMMROP .cccccncc 53@ ~~ .65 
Cardamon seed .... -65@ 
Castoreum ........ 17.50@ 
Chalk, precip. .. O8B4%@ 06% 
Cetyl Alcohol ..... .15@ 1.50 

NO ors wccw outs 1.90@ 2.15 
Cherry laurel wate 

| Sree ee 1.25@ 
Citric S61: 2.2.5... .30@ 3D 
Civet, ounce ...... 3.75@ 4.50 
Cocoa butter ...... .12@ 15 
Clay, Colloidal .... .03@ .03% 
Formaldehyde ..... 06@ .06% 
Fuller’s Earth, ton.. 16.00@ 30.00 
Formic acid ....... .12@ 16 
Fatty Acids (See Soap Sec.) 
GUAPAME oi. ic ccnee -75@ 1.25 
Gum Arabic, white. .20@ 22 

PNMEO -kiccedcen s 09% b@ «ia 
Gum Benzoin, Siam 1.30@ 1.50 

DUMAMERR. <.caccdcs 24@ 30 
Gum galbanum 1.05@ 1.15 
Gum myrrh ....... .30@ 40 
Henna, powd. ..... 15@ .28 
Hydrogen peroxide. .05@ .08 
I raid ewanda .06@ 08 
Labdanum ........ 3.50@ 5.50 
Lanolin, hydrous .. 18@ aa 

anhydrous ...... .20@ 24 
Lavender flowers .. .24@ 55 
Magnesium, Carbon- 

WUNRS want raiea-w ee oA 06% @ 07% 

WUOGNONO ci cccecs 19@ .25 

Sulfate scccese Care .03 
Musk, ounce ...... 15.00@ 25.00 
Oils, vegetable (See Soap Le ) 
Olibanum, tears ... 13@ 30 

siftings ieee 08@ 13 
Orange flower water, 

Ws cw cine aie oes 1.50@ 
Orange flowers .... 30@ «90 
Orris root, powd. .. .20@ -75 
CO ee 044% @ 2.07 
Patchouli leaves ... .16@ .20 
Petrolatum, white.. .0O7@ ll 
i .16@ .20 
Potassium, Carbonate .13@  .16 

Hydroxide ...... 07% @ 
Quince seed ....... 60@ 1.00 
Reseda flowers .... 1.50@ 1.65 
Rhubarb root, powd. .28@  .50 
Rice starch ....... .12@ 15 
Rose leaves, red... 1.40@ 1.75 
Rose water, gal. ... 1.25@ 
Salicylic acid ...... 40@ 45 
Sandalwood, chips .. -45@ 50 
COED, « 6 kcckvewns 1.75@ 

Soap, neutral white .19@  .23 
Sodium, Carb, crys.. .01%@ .02 DY, 

Phosphate, tri-basic .02144@ “04 
Spermaceti ....... -22@ .25 
OO rr ree 40@ 3.25 
Sulfur, precip .... 17@ 20 
Tartaric acid ...... .27@ .30 
Titanium oxide .... .22 .25 
Tragacanth, No. 1.. 1.20@ 1.50 
Triethanolamine ... 45@ 50 
Veniceturpentine,gal. .30@ 
Vetivert root ...... .30@ 
Violet flowers ..... 95@ 1.15 
Zine Peroxide ..... 1.10@ 1.75 

SUNN. 6 ta6-aveaen 13%@  .15 

NNN Ss ca diame -.21@ .28 
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Code Authority Nominations 
(Continued from Page 121) 


of the flavoring products industry, but this has been 
eliminated in the present draft which would not include 
flavors in the definition of the essential oil industry. 
The industry, however, .will ask for the inclusion of 
fruit flavors and concentrates when sold for manufac- 
turing purposes and not for consumption as such. This 
matter will be discussed by representatives of the essen- 
tial oil industry and the flavoring products industry, 
and it is believed that a satisfactory arrangement can 
be worked out for handling it. 


Foresee Group Co-ordination 


The change in the wage and hour provision in the 
code as submitted is believed by some to be a step to- 
ward the re-opening of certain other codes embraced in 
what is known as the “drug group” for revision of 
their wage and hour provisions. Most of them are 
working on a 40 hour, 35c basis at present, but it is 
believed that a general reduction in hours and increase 
in wages may be insisted upon so that the entire drug 
industry will be working under substantially the pro- 
visions now requested by the Administration for the 
Organic Products group. In any event, re-opening of 
several of these codes for further consideration of the 
wage and hour provisions is forecast in Washington. 


Retailers Fight State Code Provision 


New Jersey retailers.are protesting against a provision 
of the state code for the retail drug trade requiring a 15 
per cent mark-up over cost. A meeting of more than 50 
held in Newark May 8 determined to buy no more drugs 
and toiletries from New Jersey jobbers as a protest and 
in an effort to bring the provisions of the state code into 
line with the national code for retail druggists. 





It’s Up to You! 


We are indebted to president E. B. Terhume of the 
Boot and Shoe Recorder, for the following inspirational 
message recently appearing under the above heading: 

“All progress comes from the individual himself. 

“When you and I and the other fellow endeavor to 
do our own jobs well and thoroughly, the whole com- 
munity benefits. 

“And, as each community progresses, so goes the 
Nation. 

“Today we, as individuals, are beset with multi- 
farious and perplexing problems both from within and 
without. 

“But as we, by industry and good reasoning, solve 
our own intimate problems, just so much sooner do the 
bigger outside problems take care of themselves. 

“For economic nature has the happy faculty of ad- 
justing itself to the general trend of individual thought 
and action (and the individual should endeavor to ad- 
just himself to the general trend). 

“To keep our balance in sensitive times such as these 
is no simple matter. 

“But all history shows that after each great social 
and economic storm a new era of progress and pros- 
perity has followed as a matter of course. 

“And that New Era is what we are striving for.” 
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New York Market Report 


HE market for essential oils has been moderately 

active throughout the interval since our review of 
last month. Business has materialized in considerable 
volume from the soap and cosmetic industries and the 
outlook seems to be encouraging. Reports on sales of 
all products into which essential oils enter indicate that 
there has been a definite upturn in business. Part of 
this business has already been reflected back to the sup- 
pliers, but the full force of the revival in retail trade 
has not yet come through to first sources. 

In general, prices of essential oils are higher and 
firmer than they were. There have not been many 
changes during the last month, but the trend toward 
higher levels is still in evidence and most interests be- 
lieve that the market will move higher. In few cases is 
there any idea that prices will decline to the extremely 
low levels of a comparatively short time ago. The ad- 
vance in prices has to some extent cut into the profits 
of sellers of compounded perfume oils. These interests 
find costs quite sharply advanced, business materially 
better, but profits somewhat lower owing to the fact 
that their products cannot be advanced in proportion to 
the higher prices which they must pay for materials. 

Floral oils are in fair demand and quite steady at re- 
cent levels. Prices on lavender are particularly firm. 
The seed and spice group is in improved demand and the 
market is firm but without any material change in quo- 
tations. Soap makers oils are steady. The domestic 
group remains at old prices although country offers of 
some oils are heard occasionally at price somewhat below 
those recently prevailing in the market. 

The essential oil industry is now working at the per- 
fection of a code of fair competition under the indus- 
trial recovery act. This code, if adopted in present 
tentative form, will have certain effects upon the mar- 
keting of the industry’s products. For example, con- 
tracts must be without the “‘decline clause’; they cannot 
endure for more than six months. Those interested in 
this matter are referred to the article which appeared in 
our last issue on the Organic Products Industry code. 


Synthetics and Derivatives 


Business in this group has been decidedly good during 
the last month. Not only have makers of toilet prep- 
arations, perfumes and soaps been in the market for some 
substantial quantities of goods, but other industries, 
which are users of aromatic products in constantly in- 
creasing variety and volume, have been buyers during 
the period. Prices on the whole are quite stable. Not 
many advances have taken place but the tone of the 
market is steadier and resale parcels are neither as nu- 
merous nor as important as they have been recently. It 
is interesting to note that current averages of prices on 
leading items are materially below the levels prevailing 
prior to the war when virtually none of these materials 
was made in the United States. This in spite of the fact 
that the tariff rates on many products of the industry 
are practically prohibitive. There is an easier tone in 
menthol due to local competition in one quarter which 
has disturbed the market badly. Camphor oil deriva- 
tives are still strong owing to the scarcity of supplies of 
the raw material. Other changes have been of a minor 
nature. 
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Whaler Brings $1,000,000 Cargo of Oil Into Port 


URDENED with a cargo of 120,000 barrels 
whale oil, estimated to be worth about $1,000,000, 
the Sir James Clark Ross, veteran mistress of the 

diminishing whaling fleets, plowed into New York Bay 
May 16 and dropped anchor in the harbor off Clifton, 
S. I. The oil will be unloaded and transferred to the 
plant of Procter & Gamble Co. at Port Ivory, S. L., 
where it will be used in the manufacture of soap. 

The cargo came from the carcasses of 1,309 sperm 
whales, harpooned and processed during an expedition 
which lasted from last September until April. In for- 
mer years the Sir James Clark Ross, the second largest 
whaler afloat, centered her activities in the Ross Sea in 
the Antarctic, but this year the hunting was done off 
the coast of Africa in the south Atlantic. The whales 
were plentiful in that region, according to Captain 
Oscar Nielson, who said the cargo would have been 
even bigger but the ship could not carry any more. 

While the methods of hunting whales have been mod- 
ernized to a considerable degree, there are still plenty of 
thrills for the crew, not to mention the danger involved. 
The Sir James Clark Ross, when the actual fishing be- 
gins, acts as the “mother boat” for a fleet of smaller 
craft which do the actual hunting. They are all 
equipped with harpoons and radio, and set out each day 
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on their quest. When a small boat makes a haul, 
returns with it to the mother ship, and there the whale 
is pulled aboard the ship through a great hole in the 
stern. Then the carcass goes through an oil-extracting 
process in a factory operated in the ship’s hold. 

There is much interest among the crew to see who 
will land the greatest number of whales and also the 
largest specimen. For these achievements, prizes are 
awarded, including a medal and a good-sized purse. This 
year Otto Olsen, a harpoon sharpshooter, took first hon- 
ors both for the number of whales brought in and for 
the largest caught. The latter was a 120-foot mon- 
ster. Olsen, one of the experts in his line, was a winner 
on a former expedition, too. 

Nearly all of the whaling crew were dropped off in 
Norway when the ship returned there in April. A new 
crew was shipped for the journey to New York. Profits 
of the expedition are divided on a share basis. 

The Sir James Clark Ross is the first whaling vessel 
to put in at New York in two years. She is no stranger 
to these shores, however. For many years she combed 
the waters of the Ross Sea, and returned the cargo, 
usually, to New York. The year before last the demand 
for oil was not very great and the annual plans were 
abandoned. 


“Sir JaMes Crark Ross” UNpERWAy. BELow: A 


THE DECK SHOWING ONE OF THE HUGE POWER BONE 


SAWS AND THE STERN, SHOWING THE RAMP THROUGH WHICH 


WHALES ARE HOISTED TO THE DECK OF THE SHIP. 


The Vacuum Oil Co., and “British Motorship.” 
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Selecting a Liquid Toilet Soap 


What Points to Look for and Methods 
‘ of Application of Various Tests 
by Henry B. Kellog 


VERY liquid soap purchaser has been confronted 

with the perplexing problem of selecting the cor- 

rect liquid toilet soap. By correct is meant that 
soap which will accomplish results most economically 
and efficiently without showing any harmful or in- 
jurious effects. This problem may be greatly simplified 
if an understanding of the basic materials, functions of 
the constituents, and process of the cleaning action is 
realized. 

All too often unnecessary amounts are spent for 
liquid soaps because the percent anhydrous soap content 
of the product is too high for the purpose intended. 
The term anhydrous soap means that mass which re- 
mains after all the moisture has been extracted, and 
includes acids, alkali, sugar, glycerine, perfume or color- 
ing matter. The United States Bureau of Standards has 
published a bulletin on this subject which may be used 
as a guide for establishing the correct concentration of 
anhydrous soap content to use. It is not our intention 
to dispute or differ with the Bureau of Standards. On 
the contrary, it is intended here to illustrate how, using 
this information as a basis, it is possible to select scien- 
tifically a liquid soap which will in all respects prove 
most valuable. 


Test of Large Number of Samples 


By actual analysis and comparison of performance 
the liquid soaps of approximately 15 large manufacturers 
in this country were tested. Of these, it was found that 
the anhydrous soap content differed greatly, ranging 
from 15% to 28% among diluted soaps and 35‘ to 
40% among concentrated soaps. Between these ranges 
we find a point most suitable for general purposes. The 
Bureau of Standards establishes this point at 17.5%. 
This being true, then an excess amount of anhydrous 
soap was found in more than 50‘% of the total number 
analyzed. 

This high soap content may be diminished by further 
dilution; thus the more economical procedure would 
be to purchase and dilute the higher concentrated soaps. 
By so doing, a considerable economy is effected because 
the cost of labor involved in the process of dilution 
would remain approximately the same and the purchaser 
would be paying less for water. For when a 20% soap 
is bought, 80% of the product is water. The 20% 
soap contains the anhydrous soap substances plus per- 
fume, coloring matter, glycerine and some foreign mat- 
ter which is invariably present to some extent. The 
better grades of liquid soaps were found to be water 
solutions of coconut oil potash soap manufactured from 
high grade vegetable oils such as refined edible Cochin 
coconut, olive and palm kernel, etc. 

The ideal liquid toilet soap, according to Standards, 
is a clear solution at all temperatures about 20° C., con- 
tains no odor other than that of the oil base and quickly 
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forms an abundance of lather in cold water. It should 
be free from excess alkali or fillers, such as sodium 
carbonate, sodium silicate or other undesirable ingredi- 
ents which serve no useful purpose although they may 
prove harmful or unpleasant to the human skin. 

The quality of soap cannot be measured in terms of 
its lathering power. However, quite frequently this js 
accepted as being a criterion for judging a soap. It is 
possible to build up the lathering power of liquid soap 
through the addition of sodium resinate or other agents, 
and a copious lather results. Those individuals who base 
their opinions on the lathering powers of liquid soaps 
can, therefore, be very easily misled. The following 
analysis specifies the percentages of anhydrous soap, 
acids, salts, and other matter recommended by the Bu- 
reau of Standards. 


Bureau of Standards Specifications of Liquid 
Soaps—Circular No. 124 
ANALYSIS 

SOLUTION 10‘; 17.5% 40% 


Matter volatile at 105°C. 90%, 82.5% 60% 
Free alkali as KOH—less 


SE ah branes cia ts 0.5% 0.5% 0.8% 
FROG ACID 2. cc cece None None None 
Alkali as alkali salts— 

MO HMMA & voows cwwws 0.3% 0.3% 0.8% 
Sulfates None None None 
MIR i scachy wia-dreckcesooaless None None None 
ME GSAS Fewtasoes vs None None None 
NN oko Se ae 1% 2% 4% 
Chlorides—less than ... 0.3% 0.3% 0.8% 
Matter insoluble in alco- 

DOE ccanrdunaieetistonshl None None None 
Matter insoluble in water None None None 


1. Total soap solid as potash soap should not be 
less than 17.54% and in the concentrated form a 
minimum of 40% soap solids. 

2. Free alkali as KOH, none, the maximum 
amount should not exceed 0.054% in the 17.5% 
soap solution and not more than 0.08% in the 
40% soap solution. 

3. If the free alkali content should exceed this 
amount, the soap may have a biting and slightly 
corrosive action on the skin. 

4. Alkali as alkali salts should not exceed 0.5% 
in the 17.5% soap solution and not more than 
0.8% in the 40% soap solution. (The term alkali 
salts as used here includes carbonates, borates, and 
soluble silicates. ) 

5. Free acid, none. 

6. Chlorides calculated as KCl should not ex- 
ceed 0.5% in the 17.5% soap solution and not 
more than 0.84% in the 40% soap solution. 
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7. Sulfates, rosin, sugar, and other foreign mat- because they tend to increase the cost and do not have 


ter, none. any direct bearing on the cleansing efficiency of the 
8. Matter insoluble in water, none. soap, they may be omitted. It is true that the natural 
9. Matter insoluble in alcohol should not ex- coloring is not objectionable, nor is the odor given oft 
ceed 0.05% in the 17.5% soap solution and not from a good liquid soap in any way objectionable. It 
more than 0.12% in the 40% soap solution. will be noted that some firms have national distribution. 
10. Glycerine in the 17.5% soap should con- Some care should be taken in making a selection from a 
tain 1.5% as a minimum. In the concentrated national organization because there may be some appre- 
40% soaps the glycerine content should not be ciable chemical reaction due to local water conditions 
less than 3.5%. when the soap is diluted. All natural waters contain 
impurities, some more than others. If possible it would 

Results of Analyses be well to inform the manufacturers of the condition 


of the water. 
The following chart visualizes the results ob- 


tained from the analysis, compared to the specifications Use of Liquid Soaps 

given above. I consider this to be an effective com- 

parison since the Bureau of Standards specifications are Liquid soaps are adaptable to general use as a toilet 
acceptable, and believe this information, being unbiased soap for hands, face and hair. Many act as germicidal 
as it is, is quite as accurate as may be obtained any- since pathogenic organisms do not propagate within or 
where. an alam tactics 


Comparative Results of Laboratory Analyses of Concentrated Liquid Soaps 




















“ Jo Soap 
Key Anhydrous Found Free Free 
No. Soap in Analysis Alkali Acid Clarity Appearance Odor Distribution Price F.O.B. Basic Oils 
AAI 40% 40% 08% None Clear Sol. Amber color Lavender National 75 gal. Del. Coconut oil 
AA2 35% 35.6 .075 None e > Light yellow Sl. Perf. ri 65 ” " = “ 
AA3 40% 40 None 12% " i Water white ae ” .60 > = ” _ 
AA4 35% 35.1 .076 None 2 ” Straw Yellow Un-Perf. vs .66 “Fact. 3 
AAS 36% 36 .07 None 5 ~ Light green — - ts .54 “Del. — = 
AA6 40% 40.2 .078 None S — Amber color = ° West of Miss. .674%4 “ ” o « 
AA7 38% 38 05 None = * ss = SS.“ National 1.45 _ * * _ 
AA8 37% 37 None 11% Sl. Turbid Water white Un- “ 5 1.00 ” ” _ “ 
BBI 35% 35 None .028 Sl. Turbid Yellow tint Sl. Perf. Mich. & Ohio .47 “Fact. 
BB2 15% 35 . if “5 - Water White ee = , 47 ” ” * 
BB3 38% 38 x .028 , = Yellowish ae National 1.00 “Del. = * 

Diluted Liquid Soaps 

Al 17.5% 17.5% 05% None Clear Sol. Yellow SI Perf. National 53 gal. Del. Coconut Oil 
A2 15% 15 045 “ “Ss Amber color“ “ 75 a. Ss co 
A3 20% 20 05 - - Yellow tint eee = 1.15 - os ” 
A4 18% 18.1 052 - = ": Amber color oo 35 * Fact. « “ 
AS 15% 16.8 OS . * - -s- . 34 2 Del. 
A6 23% 23 05 7 = . + re oe " 3Y es " $ 
A7 1 5% 15 .042 " a - Water white = a West of Miss. 39Y “ = = “ 
A8 15% 15 041 . . _ Light green ~ . _ 50 " “ « « 
A9 18% 18.2 056 a % wi a National 75 = “Coco and Olive 
Al0 20% 20.1 None 13% V.Sl. Turbid Yellow green ~ s . 70 + * Coconut Oil 
All 25% 25 “ 14 Sl. _ e “ « “ so 0U CC ce 
Al2 20% 20 <i .10 = ” Light green - . AS " “ “ 
Al} 22% 22.4 .04 None = Green ie = 35 - 3 _ bs 
BI 20% 20 None Trace = + Green color Sl. Perf. Mich. & Ohio 32. gal. Fact. Coconut Oil 
B2 20% 20 None Trace = a Water White lS ™ " 32 = ss . “ 
Classification Code: 
AA Conc. 35 to 40%, excellent grades V. sl. Turbid—very slightly turbid BB Conc. 35 to 40%, second grade 
A bs 15 to 28%, ” m Sl. Perf.—slightly perfumed B : 15 to 28%. e 
SI]. Turbid—slightly turbid Un-perf.—unperfumed 


This chart, at a glance, brings out and simplifies 
points already mentioned, namely that of selecting a on soap. This action, however, is limited to the less 
liquid toilet soap from the standpoint of the soap con- dangerous bacteria. 
tent, alkali, price and quality. In this, price should In the Bureau of Standards analysis it will be ob- 
necessarily be consistent with quality. It also brings served that a diluted soap containing 10% anhydrous 
out the comparison of these soaps with the Bureau of soap is mentioned. It is quite possible to derive good 


Standards specifications. Important factors which results from liquid soap containing as low a percentage 
should be weighed and appraised are given. As, for as indicated. This matter will necessarily be left to the 
example, if coloring or perfuming matter is not desired, (Continued on Next Page) 


we 
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Soap Materials Market 


Vegetable Oils 


Whether or not the new tax of 3c per pound on 
Manila coconut oil and most grades of imported vege- 
table and animal oils which has just been signed by the 
President will have any effect to curtail consumption 
cannot be foretold as yet. Many are of the opinion 
that there will be no noticeable difference in consump- 
tion of oils such as coconut, palm and palm kernel 
which are used in toilet soaps. On the other hand, 
many believe that tallow and grease and oils of domestic 
production will benefit largely by this measure. 

Prices have not changed much during the past 30 
days, as there has been comparatively little trading pend- 
ing the outcome of this bill. 

Crude Manila coconut oil is quoted at 2c lb., f.o.b. 
Pacific Coast, and 2%%c lb., f.o.b. New York; palm oil 
at 2.70c lb., New York, and crude cottonseed oil at 
444c to 4c |b., in the Valley and South East, while 
crude corn oil is held firmly at 434c lb., f.o.b. Mid- 
west mills, all prices in tank cars and tax for buyers’ 
account A. H. Horner 


Selecting a Liquid Toilet Soap 
(Continued from Preceding Page) 
individual to decide. If the requirements are of such a 
nature that a low concentrated soap is satisfactory, so 
much the better from the standpoint of economy. How- 
ever, this low percentage is not adaptable to most cases 
because of the comparatively low cleaning and germici- 

dal values. 

These values are naturally lessened when the concen- 
tration is lower and by the same token are increased in 
proportion to an increase in the amount of soap con- 
tent. Beyond a certain concentration point, neverthe- 
less, any increase in the soap content would not neces- 
sarily give increased efficiency because for most pur- 
poses it is not needed and this would be wasteful. 

For the cleaning of fabrics, such as lace, silks and 
linens, liquid soap is a valuable agent. Its complete 
solubility in water is rapid and therefore will not injure 
the fabric. Possibly, the cost would prove an obstacle, 
because there are other products of equally valuable 
properties available at considerable less expense. For 
cleaning linoleum, tile, marble, woodwork, terra cotta, 
terrazzo, or other surfaces, liquid soap can boast the 
following advantages: ease of solubility, application, and 
tendency not to scratch, mar, or otherwise injure the 
finest surface. Because of its complete solubility the 
soap rinses clearly and leaves no film to decay in cracks 
and crevices. Here again its main disadvantage is the 
comparatively high cost as compared with less expen- 
sive and efficient liquid scrubbing soaps or detergents. 
The ineffectiveness of liquid soap for laundry work is 
generally conceded because of its comparative neutrality. 
A more alkaline soap, such as powdered soap, which 
contains a builder would prove better for this purpose. 
However, it is not within the scope of this report to 
include liquid laundry or scrubbing soaps because they 
present a separate survey in themselves and will be 
discussed under a separate topic. 
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Prices of Soap Materials 


Tallow and Grease 


Tallow, N. Y. C. extra $0.03% @ 
Edible .04% @ 
Fancy 05% @ 

Grease, .03% @ 
House .0312@ 
Yellow .03 3 @ 

.04% @ 


Fatty Acids 


Coconut Oil, 98% Saponifiable, tanks. . 
Corn Oil, 95% T.F.A. tanks 
Red Oil, distilled, tanks 
Saponified .04% @ 
Stearic Acid, single pressed .0812@ 
Double pressed .09 @ 
Triple pressed 11%@ 
Soap Making Oils 
Castor No. 1, tanks 0914 @ 
No. 3, tanks 09 @ 
Coconut, Ceylon Grade, tanks .02%% @ 
Cochin grade, tanks .03% @ 
Manila grade, tanks .02% @ 
Corn, crude, Midwest mill, tanks .04% @ 
Cotton, crude, Southeast, tanks 0414, @ 
Refined .05% @ 
Foots, 50% T.F.A. 01%@ 
Lard, common No. 1 barrels 07 @ 
Olive, denatured, max. 5% 
drums, gal. 88 @ 
Foots, Prime, green, barrels .07 @ 
Palm, Lagos, max. 20% F.F.A., drums .03%@ 
Niger, casks .03% @ 
Palm, kernel, tanks pi ee 
Peanut, crude, barrels .07% @ 
Refined, barrels .081%4 @ 
Soya beans, max. 2% F.F.A., Midwest 
mill, tanks .06%@ 
Tallow, acidless, barrels .07% @ 
Whale, Crude No. 1, Coast, tanks.... .04 @ 
Refined, barrels .06% @ 


03% @ 
04% @ 
0416 @ 


Nom. 


Glycerine 
Chemically pure, drums extra 
Dynamite, drums included 
Saponification, drums............... 
Soap, lye 


12%@ 
12% @ 
0914 @ 
0814 @ 


Barrels of 280 pounds 
cee neeeucen ee $5.50 reer 


Chemicals 


Acid, muriatic, 18°, 100 pounds......$1.00 
Sulfuric, 60°, ton 
66°, ton 15.50 @ 
Barox, crystals, carlots, 42.00 @71.00 
Cyclohexanol (Hexalin) 30 @ 
Naphtha, cleaners, tank cars .05 @ 
Potassium, carbonate, 80@85% 4 @ 

Hydroxide (Caustic potash) 
92% 
Salt, works, ton 
Sodium carbonate 
light, 100 pounds 
Hydroxide (Caustic 
solid, 100 pounds 
Silicate 40°, drums, 
pounds 
Sulfate, anhydrous 
Phosphate, tri-basic 
Zine oxide 


@ 1.60 
11.00 @ 


05% 


11.50 @14.00 


(Soda ash) 


works, 100 
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